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Roush Proofs 


"Sullivan Rubber Company 
plans to resume advertising after a 
10-vear layoff, actuated, no doubt, 
by the overwhelming evidence that 
ths is a great era for heels. 


. vv .¢ 


to please the FTC, Helena 
Rubinstein will no longer advertise 
hat her eye lash grower will grow 
eye lashes, but maybe she can still 
say it smells good. 


7, FF 


fhe National Association of Ice 
Industries is increasing its promo- 
tion budget by a third, indicating 
that this is one field where adver- 
tisers are in no danger of suffering 
from cold feet. 


~ ¥ 


Brides, Kroehler tells furniture 
dealers, are your biggest and most 
profitable market. If that’s the 
case, maybe the trade should make 
a point of seeing that every brides- 
maid has a plentiful supply of 
Listerine. 

7; VF F 


Whether the farmers like it or 
not, they’re going to get daylight 
saving to conserve power. Next 
thing you know, they’ll be hurrying 
through the chores to get in 18 
holes of golf before bedtime. 


= 


Maiden Form is given credit for 
making natural feminine curves as 
fashionable with the ladies as they 
have always been popular with the 
gentlemen. 

* ¢ 9 


United States News calls atten- 
tion to the fact that there are nearly 
four times as many kinds of busi- 
ness regulation now as before 1933. 
It’s all right to quote statistics, but 
why rub it in? 


. 7 ¥ 


“These busier days call for Gen- 
eral Electric clocks,” is the way the 
new advertising copy puts it. But 
maybe they will also call for people 
who will stop watching clocks. 


> = 


According to ADVERTISING AGE, a 
lot of people in the advertising 
business marry people in the adver- 
Using business. This may prove the 
importance of propinquity, or 


merely indicate how difficult it is 
for outsiders to understand the 
Jargon. 


vgy¥s iy 


It had to happen sooner or later. 
Polident is advertising romantic | 
success for women past the subdeb | 
age, even if they do happen to wear | 
artificial choppers. 


? + 


Revival of Fairy soap advertising 
fecalls nostalgic memories to the 
old-timers, some of whom are sigh- | 


ing for the good old days when the | 
ascarct girl slumbered in a cres- 
cent moon. 
vv? *? | 
American Boy, which has sus- | 
pended publication, was said to| 
save been founded in 1827, but it’s 
the cy tomary eight to five they 
tave it all mixed up with Youth’s 
“mpanion. 
_ A 
A luscio sponsors 
Pg us Petty gal sponsors the 


er message, “Dietetically 


beta ning,” and a lot of female 
oe ; will retort, “That’s all 
sent fo _the dietitians, but what | 
about 
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CANADA APPEALS 
oo e — 
“CALLING ALL CARS" 


Saws 


A “eee en eeree 


The Government of 
DOMINION or CANADA 


Saare and Sharé your Gasolixe oer VICTORY ! 


Newspaper space is taken by the 

Dominion of Canada to ask every Cana- 

dian motorist to cut his daily gas con- 

sumption in half, and help alleviate the 

shortage of gas and fuel oil. Ways of 

saving gas are listed conveniently in 
the box. 


Taxes on Radio 


Time, Outdoor 
Ads Proposed 


Estimate Levies Would 
Net $12,000,000 a Year; 
Up to Congress 


Washington, D C.,»July 24.—The 
House ways and means committee 
voted in a surprise move last night 
to ask Congress to take nearly 
$12,000,000 a year out of the adver- 
tising business in special 
The committee, in completing 
action on the largest tax bill in his- 
tory, adopted three new levies, one 
calling for assessments starting at | 


5 per cent on radio net time sales 
exceeding $100,000 and another 
seeking occupation taxes ranging 


from $5 to $11 per outdoor adver- 
tising sign depending on size. The 
third addition is on yachts. 

The plan to tax broadcast reve- 


nue had been rejected earlier. At) 


the final meeting of the committee 


before the bill reaches the floor of | 


Congress, the radio levy was re- 
vived and adopted as one way of 
raising the estimated yield of all 
new taxes to the 3% billion dollar 
total sought by the treasury. 

As adopted by the committee, net 
time sales will be taxed 5 per cent 
in the $100,000 - $500,000 - a - year 
bracket, 10 per cent in the $500,000- 
$1,000,000 class, and 15 per cent 
above the million mark. The com- 
imittee estimated that this tax will 
treasury’s coffers to 


ithe tune of $4,800,000 a year. 


The outdoor advertising tax is 
account for another 
$7,000,000 annually. This sum is 
to be raised by a $5-a-year levy on 
signs occupying up to 300 square 
$8 on those in the 300-600 


(Continued on Page 30) 
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taxes. | 


Arnold Denies Intention of 


Curtailing Oil Advertising 


Producers 


Resent La- 


test Move; Call It "Une 


justified Attack" 


New York, July 24.—Preoccupied 
|with the serious marketing prob- 
lems posed by Oil Administrator 
Ickes’ conservation program, 
|gasoline producers this 
pressed bewilderment over the sud- 
|\den demand of Assistant Attorney 


| 
} 


major | 
week ex- | 


|General Thurman Arnold for ex-| 


ihaustive data dealing with 
|advertising schedules, 


their 
expenditures 


‘in all media, agency relationships 
and general promotional philos- 
,ophy. 


Despite the fact that July 21 was 
jset as the deadline for the return 
lof the lengthy Arnold question- 
|naire, at this writing several promi- 
|nent advertisers had not yet com- 
plied with the request. 

Officials of major oil companies 
showed little reluctance to discuss 
the new situation with ApvVERTISING 
Ace but declined to be quoted 
directly. They left no doubt that 
the industry resents the Arnold 
move and expressed the conviction 
that the action was directed more 
at advertising than at gasoline mar- 
keters. Virtually all executives 
queried tied up the trust-buster’s 
latest venture with his previous 
pronouncements on advertising. 


“Unjustified Attack” 


This viewpoint was summarized 
by one oil official as follows: 

“Our company doesn’t care how 
| many questions are asked and it is 
ready to answer all of them, but the 
| current questionnaire is an attack 
on advertising which we believe is 
unjustified. 

“Mr. Arnold has 
taken a crack 


twice before 
at advertising and 
for various reasons he later re- 
tracted, but he is now questioning 
the social desirability of advertis- 
ing which he apparently believes is 
bad per se. He believes it is a 
|social waste and this questionnaire 
is a collateral attack based on that 
| view.” 

| Aside from the general sentiment 
that the action is in line with Mr. 
Arnold’s frequently enunciated 
views on advertising, what irked 
oil men most was the closing de- 
mand in the questionnaire for a 
“statement outlining the necessity 
and desirability 
branded products of your company, 

(Continued on Page 27) 


of advertising the | 
|} such 


Sees Monopoly in ‘Full 


U.S. Keeps ‘Em Hoppi ine" Forci 
eeps wee | bine Forcing Policies of 


The government made more 
than its share of advertising Companies 
news last week, as Thurman Ar- | 
nold gave the already jittery oil | Ww ‘ 
¢ l : ashington, D. C. ly 23.— 
industry a new case of nerves . » July 3. 


| Assistant Attorney General Thur- 
man Arnold insisted today that it 
was all a mistake about his seek- 
ing to prevent oil companies from 
advertising. On the contrary, he 


with a demand for complete de- 
tails on advertising (Page 1). 
The House ways and means com- 
mittee voted out a bill which 
would levy nearly $12,000,000 a 


year on advertising, including would stimulate rather than restrict 
new taxes on radio time sales advertising. 
and outdoor advertising (Page Interrogated as to his motive in 


1). Confusion in the auto, re- 
frigerator and washing machine 
fields grew greater as production 


addressing a 
naire to 22 


searching question- 
major oil companies 
calling for complete data on adver- 


was “officially” cut drastically by |tising expenditures, media ond 
OPACS and almost immediately, philosophy, Mr. Arnold said that 
and equally “officially” rein- = 


the purpose of the inquiry is “to 


stated, at least partially, by OPM advertising is used to 


see how far 


(Page 1). The publishing and ec 

ith |}compel gasoline sti 
printing industry was called per ™ j i. — — stations a 
upon to reckon with possible : nly one line of products. 


shortages through organization of This method of “full-line forcing” 


an OPM advisory committee he termed “a monopolistic practice 
(Page 8). And hearings on the intended to crush competition.” 

newspaper-radio situation got The amiable trust-buster con- 
under way acrimoniously (Page |tended that petroleum companies 
6), while the FCC postponed the |advertise their principal products 


effective date of the recently pro- 
mulgated monopoly regulations 
(Page 22). 


Drastic Cuts in 


Production Halted 
by OPM Edict <i ae te len 


ought to be allowed to carry and 
sell any or all brands of gasoline,” 
Mr. Arnold said, “just like soft- 
drink stands sell the various cola 
drinks. There are Coca-Cola, Pepsi- 
Cola and Royal Crown Cola—all 
extensively advertised—but I have 
not heard of any exclusive franchise 
arrangement in this field.” 

As for restricting advertising, the 


so extensively that the whole nation 
is brand-conscious of these particu- 
lar products. The result is that 
filling-station operators who want 
to cash in on this advertising can 
obtain a franchise only by prom- 
ising not to stock other brands of 
these products or others they sell, 
including such accessories as bat- 
teries and tires. 


Washington, D. C., 
Marketing machinery in the auto- 
mobile industry, which nearly 
stripped its gears early this week 
when Leon Henderson, head of the 
Office of Price Administration and 
Civilian Supply, tentatively pro- 
posed a 50 per cent cut in produc- 
tion beginning Aug. 1, was running ‘ 
more smoothly today after assur-|JUStice Department official de- 
ances from the Office of Produc-|Clared: “The more advertising the 
tion Management that the original | Petter from the anti-trust stand- 
plan for a 20 per cent cut would | Point. But I’m against advertising 
be followed. It is expected now| being used as one instrument in 
that sales programs, including ad-| building up monopolies on any 
vertising schedules, will be con- | ™arket.” 
tinued with scarcely any of the| He made the point that if “full- 
drastic changes originally contem- | line forcing” were eliminated, total 
plated. | SGvertising volume would be in- 

Other sharp slashes which Mr. | creased as a result. If not bound 
Henderson had proposed in| to a single large distributor, many 

industries as mechanical | Of the 300,000 filling stations in the 
(Continued on Page 29) |nation would do their own adver- 
tising in local media, in his opinion, 


July 25.— 


signing the 


Grand to McCann-Erickson. 


Last Minute News Flashes 


Axton-Fisher to Name Two New Agencies 

New York, July 25.—‘We are now concluding negotiations with two 
large agencies to carry on the work of our present agency, 
account in a few weeks,” 
of Axton-Fisher Tobacco Company, told ADVERTISING 
reported that Spuds will go to Blackett-Sample-Hummert, and Twenty |to Eastern markets—appears to face 


thus making up for any decline in 
|the volume of national promotion 
|of petroleum products. 


Pool a Possibility 
Despite Mr. Arnold’s expressed 
view, the beleaguered oil industry 
—which has plenty of oil but in- 
It is |; sufficient means of transporting it 


which is re- 
R. E. Smith, advertising manager 
AGE today. 


| the possibility of a government pool 


| through which all petroleum prod- 
Lauren Ashe Named Advertising Manager of Squibb ucts w A geen 


New York, July 25.—Lauren H. 


tising manager of the company. 


Ashe, 
sional service department of E. R. Squibb & Sons, has been named adver- 


. Pullman Company Account to Y&R 


ucts would be sold by grade instead 
of brand name. The questionnaire 
itself asks the companies for a 
| Statement “outlining the necessity 
}and desirability of advertising the 


since 1924 chief of the profes- | 


Editorials | branded products of your ,com- 
Getting Personal 24 New York, July 25.—Advertising of the Pullman Company today was | pany.” be 
iatine Qn fiiadiel 12 placed with Young & Rubicam, and will be handled by the agency’s Chi- | 
Obie 30 cago office. The account embraces Pullman service on railroads. Some Favor Pool 

iwueries . 


Photographic Review 


Test Campaigns 
Voice of the Advertiser 


ey 


Rough Proof ™) Ward Baking Company Considers New Agency a 
ough Proofs 


The creation of a pool of all 
reaching Eastern markets, 


New York, July 25.—Agency solicitations on the Ward Baking Com-|and allocating supplies on a gov- 


ot pany account will be heard beginning next week, it was learned today.|ernment grade basis without the 
| Selection of an agency is expected within a month’s time. 


‘use Of brand names, ie favored by 
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ADVERTISING AGE 


July 28, 1941 


some Justice Department officials, it 
was learned. 

Another reason for the inquiry is 
said to involve anti-trust actions 
now pending against companies to 
which the questionnaire was sent. 
These actions are 
terminated shortly by consent de- 
cree, and Justice’s anti-trust divi- 
sion expects to make use 
advertising data in negotiating the 
settlement. An early deadline was 
set for return of the questionnaires 
in the hope that the information 
contained therein would 
time for decree discussions. 


Questions Listed 


The of the 
follows: 

“It is desired that you supply me, 
by July 21, 1941, 
your advertising of petroleum prod- 
ucts. 
cannot be assembled by that date, 
please forward such portions as are 
available and as soon thereafter as | 
possible, the remainder. I 
appreciate receiving the following 
information regarding advertising 
utilized by your company and its 
subsidiaries, by companies, for the 
calendar year 1940 and the first six 
months of the year 1941, for motor 
fuels, motor oils and automotive 
lubricants: 

“a Advertising expenditures: 
total of money expended for each of 


text 


expected to be | 


of the) 


arrive in 


questionnaire | 


materials as to| 


If all the requested materials | 


shall | 


The | 


the following classes of 
a. Newspapers (daily 
b. Radio broadcasting 


advertising 
and weekly). 


c. Periodicals (weekly, monthly and 
otherwise) 
d. Billboards and general outdoor 


advertising not including advertising 
fixtures and signs at service stations 

e. Direct advertising to consumers 

f. Other forms of advertising not 
included in the above—specified as 
to general classes, 

‘2. Newspaper advertising: 

P newspapers used 

b Advertising agencies employed 
ind costs of services purchased from 
each 

«, Amount paid for newspaper space. 

d. Copies of advertising copy dis- 
played in newspapers. 

“3. Radio advertising: 

a Names of 
chains used 

b Advertising agencies employed 
jand cost of services purchased from 
each 

c. Amount paid for radio time. 

d. Amount paid for radio talent. 

e. Copies of advertising script used 
in connection with radio broadcasts 

“4. Periodical advertising 

a. Names of periodicals utilized. 

b. Advertising agencies used and 
cost of services purchased from each. 

ce. Amount paid for periodical ad- 
| vertising 

d. Copies of advertising 
| pe aring in periodicals. 
| “>. Billboards and weneral outdoor 
advertising: 

a. Names of companies whose 
board space is utilized 
| b. Advertising agencies employed 
jand cost of services purchased from 
each 

c. Amount paid for billboard space. 

d. Copies of miniature’ reproduc- 
tions of billboard advertising. 

“6. Direct advertising to consumers 

a. Types of direct advertising uti- 
lized. 

b. Advertising 
and cost of 
each 

c Copies of handbills, 


radio stations and | 


copy ap- 


agencies employed 
services purchased from 


letters, tele- 


grams, postcards, and other media 
used for direct consumer advertising 

7. Other forms of advertising: De- 
scribe kind of advertising and give if 
possible the information above re- 
quested for other forms of advertis- 
ing 

“8S. A statement outlining the neces- 
sity and desirability of aavortinng 
the branded products of ur com- 
pany, together with avedlisbte statis- 
tics showing cost of advertising per 
dollar of sales, cost of advertising 
per unit of commodity sold (gallon 
‘ quart of lubricating 
oil, ete.), and the extent to which 
competitive forces have compelled the 
jadoption of advertising methods and 
policies of your company.” 


McLeod Rejoins NBC 


Keith McLeod, formerly produc- 
| tion manager for 
|New York, has 


| Broadcasting Company, New 


He was previously program director 
'of Station WFIL, Philadelphia, and 
|prior to that NBC musical super- 
visor. 


Joins Theodore Segall 

Ben Sumrall, formerly with 
Shawl, Neyland & Seavy, has joined 
Theodore H. Segall Advertising 
Agency, San Francisco, replacing 
art director Clifford Spooner, who 
has gone into federal service. 


WSUN Appoints Weed 

Station WSUN, St. Petersburg, 
Fla., has appointed Weed & Co. as 
national representative. The sta- 
tion, an NBC Blue outlet, is owned | 
by the city of St. Petersburg. 


Gets a bigger bite into your 


because it concentrates the power 


iggest market 


of America’s leading Sunday advertising medium in New York, 


the world’s biggest market —now bigger and busier than ever 


because it carries 


the power of America’s 


leading Sunday advertising medium into busy-bu ying markets 


all over the country 


The New Pork Zimes Manazine 


ask about our unique split-run copy-testing facilities 


Henry Souvaine, 
rejoined National | 
York, 
as a member of the production staff. 


NO "BOTTLENECK" 


FOREST GIANTS CAN BE 


DEFENSE 
GIANTS 


| 


are not "bottleneck" 


Forest products 
commodities, Timber Engineering Com- 
pany, Washington, D. C., points out in 


this timely copy. ‘More widely em- 

ployed,’ the message states, "they can 

help eliminate tight spots in other basic 
materials and in other crafts." 


Whitney Appointed 
by Nash-Kelvinator 


George Whitney has been named 
advertising copy chief of Kelvinator 
division of Nash- 
Kelvinator Cor- } 
| poration, Detroit. 

Mr. Whitney 
has_ been directly 
connected with 
household ap- 

| pliance advertis- 
ing, merchandis- 
ing and sales 
promotion for 
the past 11 
years, eight of 
which were 
| spent with Norge 
| division of Borg- 
|Warner Cor- 
poration. For the past two years 
he has been advertising manager | 
|of Norge. Charles T. Lawson, for- 
merly household appliances sales 
manager, has been appointed gen- 
eral sales manager 


| nator division. 
Sesion Bans 
Holiday Liquor Cartons 


| Pennsylvania’s liquor control 


George Whitney 


| board has ruled that liquor pack- | 


|aged in Christmas cartons will not 
be purchased for sale by the 578- | 


| store state monopoly system this 
year. Last year a similar decree 
was rescinded shortly before 


Christmas. 


‘Uses Bonds as Prizes 


The Underwood Elliott Fisher 
Company, New York, has begun a 
/new two-month sales_ contest, 


|} known as the Minute Man Contest, 
with prizes of government defense 
bonds to go to the winners. 


KROW Jumps Power 


| Station KROW, Oakland, 


been granted an increase in power | 


|by the Federal Communications 
Commission and has stepped up its 
| Wattage from 1,000 watts to 5,000 


| watts day and night. 


Advances Evans 


| The Northwestern Mutual Life 
|Insurance Company, Milwaukee, 
|has named Lawrence J. Evans to 
take charge of sales promotion 
activities in addition to his direc- 
tion of advertising. 


-KTHS on Full Time 


| Station KTHS, Hot Springs, Ark., 
operating 


NBC Blue outlet, is now 
/on a full-time basis. 


of the Kelvi- | 


has 


—— 


Lumber Industry’‘s 
Part in Defense 
Program Told 


| Washington, D. C., July 22 
Venturing into advertising for the 
first time, Timber Enginee; ng 
| Company is using newspaper space 
|here and in New York to tell an 
| institutional story of the role of the 
| lumber industry in the defense 

program. 
| In six-column space, copy bers 
| such headlines as “Lumber (Can 
| Untie Defense Knots,” “Lumber 
Can Uncork Bottlenecks,” 1 
¢ 


“Lumber Can Do More Kinds of 
|Defense Jobs Than You Mig t 
| Think.” It is pointed out in one j»- 
§ \sertion, for example, that the 
|Navy’s new “mosquito fleet” s 


| built of wood. 

Because of limited funds, the 

|series is being confined to the 
Washington Star and the New York 
Times except for full-page space in 

| September, October, November and 

|\December issues of Fortune, 

| Although copy is paid for by Tim- 


ber Engineering Company, and 
|bears that company’s name, the 


series is being published in behalf 
of American Forest Products In- 
| dustries, the trade association. 
Timber Engineering is a priva‘e, 
profit-making concern which se!|s 


timber connectors, an_ invention 
which makes possible the use of 
lumber as a substitute for steel in 


many cases. This is only alluded 
to in copy which states that “recent 
engineering developments permit 
lumber to do work formerly re- 
quiring materials now needed for 
actual fighting tools.” 

Romer Advertising Service is the 
agency. 


| Kresge Ups Powderly 

Robert J. Powderly, formerly ac- 
count executive with the Randall 
Advertising Agency, New York, has 
been named advertising manager of 
Kresge department store, Newark, 
succeeding Andrew J. Bachmann 
who resigned to become sales pro- 
motion manager of McGreevey, 
Werring & Howell Company, New 
York. 


| i 
Shifts Dial Position 

| Station WSYB, Rutland, Vt., has 
been authorized by the Federal 

|Communications Commission _ to 
change its frequency from 1490 to 
1380 kilocycles, and to step up its 

| power from 250 to 1000 watts. 


Gets Electrical Account 
The O. Z. Electrical Mfg. Com- 
pany, Brooklyn, maker of conduit 
fittings, has appointed O. S. Tyson 
& Co., New York, to handle its 
advertising. Direct mail, catalogs 


and business papers will be used. 
‘Menken Adds Weil 

Arthur W. Weil, Jr., has joined 
the Menken Advertising, Inc., New 
York, as an account executive. He 
was formerly with R. H. Macy 
& Co. 
| 
Walker to Head Sales 
| J. B. Walker, formerly manager 


of the Generator division of West- 
inghouse Electric & Mfg. Company, 
Pittsburgh, has been named sales 
manager of the division. 


Watt Named Manager 

Herbert J. Watt, who joined Car- 
negie Steel] Company’s Philade phia 
office in 1912, has been noemec 
Western sales manager for ‘ 


gie-Illinois Steel Corporatior 
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Miles of service, not years, should be the yardstick by which 
birthdays of a transportation company are computed. By this 
measurement Mistletoe Express, owned and operated by the 
Oklahoma Publishing Company, celebrates its 40,000,000th an- 


niversary this month. 


Depression-born amid the severe curtailment of other means 
of transportation in 1931, Mistletoe Express undertook the on- 
time delivery of the Oklahoman and Times. Today, with a daily 
circulation of 193,151 and The Sunday Oklahoman totaling up to 
163,253, Mistletoe Express still puts the Oklahoman on breakfast 


tables and the Times on supper tables in every part of the state. 

In 1931 Mistletoe Express, with 12 trucks and 12 drivers, 
brought to Oklahoma a newer, faster and more dependable de- 
livery of merchandise. Its first annual tonnage report showed 
2,000,000 pounds. Its second year totaled two and a half times 
that. In 1941 a sleek fleet of 87 streamlined trucks and 95 drivers 
will transport upwards of 60,000,000 pounds. 

Mistletoe Express has proved itself one of the most powerful 
merchandising helps available to any advertiser in any market. 


Neither rain nor snow nor flood has kept it from delivering an 


advertiser's message or his merchandise to the most remote sec- 


tion of Oklahoma in the past ten years. 


««" THE DAILY OKLAHOMAN 
-: OKLAHOMA CITY TIMES 


THE 
FRONT 
PAGE 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY,OKLAHOMACITY * KVOR, CoLoRADO SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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WLW Asks 650,000 Watts 


The Crosley Corporation, Cincin- 
nati, has filed supplemental petitions 
with the FCC to revise its power for 
Station WLW, planning commercial 
power of 650,000 watts and experi- 
mental strength of 750,000 watts. 
The station, whose present wattage 
50,000, has been experimenting 
with 500,000 watt strength under 
the call letters W8XO. 


WJJD Promotes 


Al Hollender, public relations di- 
rector for Station WJJD, Chicago, 
has been named assistant to the 
president; H. P. Sherman has been 
advanced to national sales manager, 
and Dave Bennett, formerly with 
Dave Bennett Associates, has been 
appointed local sales manager. 


Durstine Adds Two 


M. St. John-Brenon and Warbur- 
ton C. Webb have joined Roy S. 
Durstine, New York, as account ex- 
ecutive. Mr. St. John-Brenon was 
formerly account executive with 
Ruthrauff & Ryan, New York, and 
prior to that vice-president of 
Maxon, Detroit. Mr. Webb was for- 
merly on the sales staff of Sports- 
man, New York. 


is 


Glover Company Appoints 

H. Clay Glover Company, New 
York, has appointed Roberts & 
Reimers, New York, as advertising 
agency. 


Tobacco Monopoly 


Trial Takes Up 
Merchandising 


Opposing Counsel 
Clash Over Various 
Grading Practices Used 


Lexington, Ky., July 23.—Trial of 
the federal government’s monopoly | 
charge against major tobacco com- 


| panies, their subsidiaries and exec- 


utives, now in its eighth week in 
U. S. district court here, has just 
begun to get into the merchandis- 


ing and advertising phases of the} 


question. Most of the first seven 
weeks of the trial were devoted to 
explorations of the companies’ 
methods of buying tobacco, which 
the government charges are not 
truly competitive. 

Government witnesses have testi- 
fied as to the unanimity with which 
major companies are said to have 
decided to make changes in whole- 
sale prices of cigarets, 
raising retail prices while 
were declining, and price reductions 


including | 
costs | 


| put in practice when 10-cent brands 
threatened to compete closely with 
15-cent cigarets. 
| Merle D. Vincent of Denver testi- 
fied for the government that the 
four leading brands of cigarets 
reached their highest price of re- 
cent years in 1931, when raw to- 
| bacco leaf was selling at eight cents 
/per pound. He asserted that in 
| 1931 the “big four” (including P. 
Lorillard) made 98.5 per cent of the 
| cigarets in the country and whole- 
|saled them at $6.85 per thousand; 
b hile in 1932, with 10-cent brands 
cutting sharply into the market, 
“big four” production accounted for 
|only 77.9 per cent of the cigaret| 
production. In 1933, the companies 
|cut wholesale prices twice, first to| 
$6 per thousand, then to $5.50,| 
| which helped to restore their vol-| 
|} ume to 92 per cent of the total. 


Coon Testifies 


The government elicited from 
James R. Coon, Lucky Strike ac- 
counting official, admissions that 
| from 1925 to 1933 production costs | 
‘on Lucky Strikes fell 43 per cent, | 
while, the government contends, | 
wholesale prices were in an ascend- | 
ing spiral. After January, 1934, | 
production costs rose, Mr. Coon| 
said, but by the end of 1939 they | 
were below the 1925 figure. 

Federal Judge Church H. Ford) 
|refused to allow the admission as 


| 


| uses for a like period. 


|/panies to reveal details of their 
| cigaret manufacture, which the de- 


| distinguish between brands and to 


| Twenty Grand, 19. 


| George Whiteside, chief of Amer- 


\advertising should be true.” 


evidence of American Tobacco 
Company executives’ salaries, but| 
allowed mention of bonuses which | 
for five American’ executives, | 
George Washington Hill, Sr., presi- | 
dent, C. F. Neiley, Vincent Riggio, | 
G. W. Hill, Jr, and Paul M. Hahn,| 
vice-presidents, totaled $10,246,498 | 
over a 15-year period. Seven R. J. 
Reynolds Tobacco Company execu- 
tives shared in $13,480,000 in bon- 


Witnesses called in support of 
charges involving merchandising 
methods have testified that popular 
cigarets do not have distinctive 
tastes such as are claimed for them 
in advertising. On the contrary, 
they declare, experiments have 
shown that smokers cannot tell one 
brand from another. Judge Ford, 
however, refused to force the com- 


|fense represented as trade secrets. 
Special prosecutor Edward H. Mil- 
ler previously asserted that the 
manufacturing process was not in- 
violable, and that the “formula” 
was camouflage for price-fixing 
methods. 


Can’t Tell Between Brands 


Testimony by Madeline’ Ross, 
New York chemist employed by 
Consumers Union, and Dr. Carl 
Ivor Hovland, director of graduate 
studies in psychology at Yale, cen- 
tered on the inability of smokers to 


identify their favorite cigaret when 
the brands were erased or they 
were blindfolded. Miss Ross said 
that “on the whole, the results of 
identification were no better than 
the law of chance,” and added that | 
“they guessed incorrectly” when) 
asked whether cigarets they sam- 
pled were duplicates. Dr. Hovland 
declared that the tests “do not give 
grounds for believing that typical 
average smokers are able either to 
tell their favorite from their non- 
preferred cigarets, or to identify 
correctly and distinguish among 
common brands.” In describing one 
test, Dr. Hovland told how many 
times each of seven brands had 
been identified correctly by smok- 
ers. Out of a possible 190 score, the 
individual cigarets identified cor- 
rectly were: Avalon, 28; Camel, 39; 
Chesterfield, 31; Lucky Strike, 34; 
Old Gold, 24; Philip Morris, 40; and 


Miss Ross was examined by 
ican Tobacco Company counsel, as 
to whether her organization did not 
test widely - advertised brands 
against brands not so widely adver- 
tised. Whiteside asked, “Has your 
organization assumed any position 
in regard to advertising of consum- 
ers’ goods?” 

“Yes,” said Miss Ross, “We think 
The 
1940 Consumers Union Buying 


| Guide stated that in tests smokers 
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SURVEYS ry OUT-OF 10 NOW HAV: 
AMERICA'S NUMBER ONE SKIN DISEAS! 
Lm . 


Continuing its aggressive campaign fo 

Quinsana, Mennen Company makes th: 

claim that "7 out of 10 now have Amer 

ica's number one skin disease," athlete’ 

foot. This full-page copy appeared ir 
the July 18 issue of Life. 


BBDO Buys $5 Ad; 
Editor, 10, in Collapse 
Anamosa, Ia., July 24.—The 
Anamosa News, pint - sized 
weekly of John Sanner, 10, has 
been suspended for two weeks 
while Editor Sanner recuperates 
in the West following a break- 
down derivating from the sale of 
five dollars worth of space to 
Batten, Barton, Durstine & Os- 
born to refute rumors concern- 
ing the agency’s attempt to place 
$236 worth of copy in the lad’s 


sheet, promoting naval enlist- 
ments. 
The telegram BBDO sent the 


News, explains the copy, “was 
an inquiry as to advertising 
rates and circulation and not an 
offer of any stated sum.” Editor 
Sanner explained he would take 
a vacation because “The editor 
has gotten to much _ publisity 
and had a nervous breakdown.” 


Yields White to U. S. 


Les White, agricultural technician 
for Western Advertising Agency, 
Chicago, has been lent to _ the 
Department of Agriculture for the 
“duration” at the request of gov- 
ernment officials. He will serve 
with the Office of Information, U.S 
Department of Agriculture, Wash- 
ington. 


Brewers Elect Anderson 

Edwin J. Anderson, president and 
general manager of Goebel Brewing 
Company, Detroit, has been elected 
a director of the United States 
Brewing Association. 


| were unable to distinguish 10-cent 
e | cigarets from 15-cent brands. 
inter Cneck-upe Saheb ec oe onan 
M the iri 


any of spirited verbal 
we | clashes that have enlivened the trial 
, aa a; Mill: é © oO | to date have revolved about the dif- 
; ae *¢ t | ference in grading practices used 
Ps : a Oo a 10S Oo ar wners | by the Department of Agriculture 
reer By and leading tobacco companies. De- 
4 will start ere long. Every service and accessory to | fense attorneys bitterly assailed the| 
ee; a : ae “ | prosecution’s attempt to introduce | 
s+ 9 make winter driving safe for both cars and trucks is in evidence certificates that pur-| 
4. . ported to compare “Big Three” to-| There are SIX of us. We kno 
é for sale at super stations. bacco grades in terms of symbols | newspaper advertising. We wors 
4 This sales activity covers the entire scope of used by the government. | ff at it like we liked it. We learn 
ve . : Defense attorneys insisted that| about it by learning about 
RY winter preparedness and maintenance. And because : We sold it for years against »» 


witnesses should be required to give} 
first-hand testimony on the grade| 
differences, and in this they were 
upheld by the court. 

At one point during the heated | 
argument over grading certificates, | 
L. P. McClendon, chief of counsel | 
for R. J. Reynolds Tobacco Com-| 
pany, took time out to assail Assist- | 


ple who sold it better than 
sold it. They rode in good au 
mobiles. They made us ™ 
We found out some things. 

worked days AND nights. 

put ideas in a row. Found t) 
were five that sold LOCAI I 
kept it sold. Now, we are h 
a circus, working for you 


the readers of The SUPER SERVICE STATION make 
over 2600 sales contacts a minute, they get the bulk 
of these sales. 

Be sure your sales story gets to this dominant 
market. Make sure of that— now! Use the four 


Peery 
4 


ire 


Winter Check-Up Sales issues of The SUPER SERVICE ant Attorney General Thurman you a NEWSPAPER man?). \re 
| Arnold. The latter refused to per- you paying us? Are you w-i"s 

STATION. Forms for September close August 15. | mit Reynolds attorneys to inspect our stuff? (Thirty - forty BIG 
actual tobacco samples used by the newspapers ARE!) Dont you 

want to sell more LOCAL lim 


| government in correlating the two) 
grading systems, Mr. McClendon} 
| charged. 

He said Mr. Arnold laughed at 


~her 
our 
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pub 
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Why 


age? Doesn't your 
ever sigh? Have you 
red (BIG) brochure? 
you ASK for it? 


Sp Sein Sitio 


SHEE. MEQEE LOCAL LENAGE 


AVIid LS 19O0uuV ANMUO AHL 


this request and remarked: “Go - 
| make a blindfold test!” OREN ARBOGI ST 
: 1715 Tribune Tower Chicago, Ill. ADVERTISING 
mf Dorset to Tracy Thirty N. Michigan Av¢: 
a Dorset Foods, New York, has ap- CHICAGO 
aa FIRST ---IN THE FIRST FIELD OF ACCESSORY SALES AND CAR SERVICE! BRC R Seil reuse ; ; sous 170 
| to handle its advertising. TO HELP NEwsparil 
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ADVERTISING AGE 


he Philadelphia Inquirer is FIRST 


in Department Store Advertising ... 


and FIRST in Women’s Specialty 


Shops... beeause The Inquirer is 


edited with full recognition 


of Women’s Interests 


* 


The Philad elphia Ariquiver 


etail Advertising 


‘ re inp BR 
FIRST i od A advertising 


n Classifi 


SERST i 
FIRS Adv ertising 


EIRST in Total 


DAILY Circulation Exceeds 400,000 


= SMES. SNEQOERE EAP AL. LEN AGE 


SUNDAY Circulation Exceeds 1,000,000 
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Clashes Inaugurate 
Newspaper-Radio 
Hearing by FCC 


Insist Proceedings 
Illegal, Fair Hearing 
Denied 


Washington, D. C., July 24.- 
Marked by protests that the pro- 
ceedings are illegal and that a fair 
hearing has been denied, the Fed- 
eral Communications Commission 
hearings to determine future policy 
on newspaper control of broadcast- 
ing facilities opened this week. 

After two all-day sessions, hear- 
ings were recessed late today until 
July 30. Most of the initial 
sions were devoted to the introduc- 
tion of a variety of statistical mate- 
rial, designed to acquaint the FCC 


Ses- 


with details of both radio and 
newspaper operation. 

From the wide range of these 
figures, it is apparent that what 
amounts to an_ investigation of 
newspaper publishing is in prog- 


ress. FCC Chairman James L. Fly 
has denied that the inquiry will 
probe any deeper into the press 


field than is necessary to unearth 


facts on newspaper operation of | officials. Mr. Hanson insisted that 


radio stations. Several documents 
already entered into the record, 
however, appear to have little con- 
nection with broadcasting. 


Fly, Hanson Argue 


Feature of the proceedings to 
date was a heated exchange be- 
tween Mr. Fly and Elisha Hanson, 


general counsel of American News- | ¥ . 
A Not to Testify 


: | 
announced at the opening ses- | 


paper Publishers Association. Mr. 
Fly 
sion flat denial of the ANPA motion 
asking that the inquiry be called 
off for lack of authority to hold 
hearings on the subject. Chairman 
Fly declared FCC is not even con- 
sidering any action at this time and 
that the question of jurisdiction and 
authority to issue a ruling is not 
now a subject for argument. A 
brief but heated exchange between 
the chairman and Mr. Hanson fol- 
| lowed. 

The ANPA attorney sought to 
make a statement, but Mr. Fly 
refused to permit him to argue the 
question of legal authority and said 
that the opportunity for discussion 


of that point would be granted 
later. Mr. Hanson insisted upon 
lbeing heard, but Chairman Fly 
said: “Please don’t interrupt us 
further. We are going to proceed 
with the hearings. You may file 


your objections at any time. 
“Then I'll file them right now,” 

Mr. Hanson replied, placing his 

|prepared statement before FCC 


the hearing is illegal and that FCC 
has no authority to enforce a sub- 
|poena of witnesses. He also claimed 
\that the questionnaire addressed to 
|broadcast licensees in preparation 
|for the inquiry was “nothing more 
inor less than an impertinent effort 
on your part to inquire into the 
/newspaper publishing business.” 


Mr. Hanson announced that he 
had advised four newspaper execu- 
tives, who have been asked to 
| appear, not to testify even if sub- 
poenaed. Chairman Fly declared 
‘that failure to answer subpoenas 
|“will be taken up in due course.” 

In talking to reporters later, Mr. 
Hanson identified the four men as 
James G. Stahlman, Nashville Ban- 


ner publisher and former ANPA 
| president, who is now on active 
'duty. with the Navy; Edwin S. 


Friendly, business manager of the 
| New York Sun; William A. Thom- 
son, director of the Bureau of Ad- 
vertising; and Arthur Robb, editor 
of Editor & Publisher. 

These men have not been sub- 
poenaed, so far as could be learned 
here. Indications are that if they 
are served with subpoenas, ANPA 
|will take the matter to court on 
|grounds that FCC cannot issue 
| subpoenas for a hearing which FCC 
|has no constitutional right to hold. 
FCC, not wishing to put its juris- 
diction to a court test, may dodge 


The meeting was a gloomy affair... 
KY W's sales chief gazed glumly out of 
the window ... the client traced invisible 
doodles on the arm of his chair.. .“*Mus- 
ical Clocker” Leroy Miller, being an 
unusually clever young man, was able to 
gaze and doodle at the same time. 


“No two ways about it, 


said the client, “Bond Clothes can rem- 
edy this unfortunate situation only by 
canceling immediately its Musical Clock 


advertising.” 


The sales chief swiveled his swivel 
chair and nodded disconsolately. Leroy 
Miller continued to gaze and doodle. 


“Leroy is just as responsible for this 


Wowo WGL WBOS - 


gentlemen,” 


crisis as KYW,” 
“Public Alarm Clock No. 1, together with 
the coverage and popularity of this 50,000- 
watter, has put our orders way ahead of 
production. Bond Stores soon will have 
to sell the shirts off the window dummies. 
Until we can re- 


nothing for us to do but stop the Clock!” 


the client continued. 


stock our stores, there’s 


DF Bond Stores in the KYW area have had 
a 50 per cent increase in sales for the past 
six months. Two out of every three Bond 


customers were influenced by the KYW Mus- 


ical Clock. Bond 
Clothes’ THIRD 
year on the Clock 
will begin Monday 
after Labor Day! 


a 


PHILADELPHIA 
50,000 WATTS 


WESTINGHOUSE RADIO STATIONS Inc - KDKA KYW WBZ WBZA 
REPRESENTED NATIONALLY BY NBC 


SPOT SALES 


the issue the 


documents. 
Thatcher Rebuffed 


Squelched almost as completely 
Mr. Hanson at the outset of 
hearings was Judge Thomas D. 
Thatcher, counsel for the News- 
paper-Radio Committee. He also 
attempted to interpose legal objec- 
tions but was cut off sharply by 
Mr. Fly, who contended that there 
is no question of FCC’s right to 
hold hearings. Judge Thatcher 
also complained to no avail that 
FCC is ignoring the statutory man- 
date in placing all newspaper 
license applications in the “pend- 


by failing to serve 


as 


ing”’ file. 
At the conclusion of the first 


day’s session, Harold Hough, chair- 
man of the Newspaper-Radio Com- 
mittee, issued a statement charging 


“a denial of fair hearing on an 
issue which should have com- 
manded immediate and impartial 


attention.”’ He also referred to an 
opinion in FCC files rendered by 
former FCC General Counsel 
Hampson Gary to the effect that 
the commission “had no right to 
proceed in the manner indicated 
with respect to newspaper owner- 
ship.” 

Aside from these opening shots, 
proceedings were largely devoid of 
fireworks. Witnesses to date have 
been two FCC employes, two col- 
lege professors, a publisher and a 
marketing analyst. In_ general, 
their testimony has been directed 
toward getting a mass of statistics 
into the record. These figures 
cover a wide range, including 
advertising volume data for five 
media, number and_e circulation 
of all newspapers, advertising reve- 
nue realized by newspaper-con- 
trolled stations as contrasted with 
that gained by other groups of sta- 


tions and similar subjects. 


Tells of Surveys 
Elmo Roper, poll expert, was 
called upon to supply results of 
public opinion surveys made under 


| Miami. 


| his direction to determine the rela- | 
| tive dependence of people on news- 
| papers and news broadcasts. Marco 


| Morrow, Capper Publications, 


plied background information on 
both press and radio news. Dr. 
Alfred M. Lee, marketing professor 


at New York University and execu- | paign 


tive director of the 


| Propaganda Analysis, supplied sta- 


| tistics 


toward fewer 

more one-paper 
treated the audi- 
ence to what Judge Thatcher 
termed “an _ historical essay” on 
freedom of the press, dating all the 
way back to Colonial times. 


trend 
and 
also 


on the 
papers 


He 


daily 
towns. 


Discusses Selection 


Prof. Mitchell V. Charnley, jour- 
nalism teacher at the University of 


| Minnesota, discussed news selection 


| Dr. L. 


by newspapers and radio stations, 


explaining the differences between | 


press and radio news. The two 
FCC employes served only to intro- 
duce and explain a mass of statis- 
tics compiled under their direction. 
D. H. Weld, research direc- 
of McCann-Erickson, was to 
have presented his estimates of 
total advertising expenditures but 
because of illness postponed his 
appearance. 

Indications are that hearings will 
be lengthy, particularly in view of 
Chairman Fly’s announced policy 
of not holding consecutive sessions. 
When newspaper radio _ interests 
will get a chance to tell their side 
of the story has not yet been indi- 
cated. 

In an opening comment, Chair- 
man Fly emphasized that FCC “has 
no Opinions or conclusions” on the 
subject. The result of the inquiry 
may be a decision to adopt no 
formal policy, or maybe to ask Con- 


tor 


gress for legislation specifically 
outlining policy on press partici- 
pation in radio. 


Flaig to New Post 


Herbert Flaig, formerly with the 
special events department of Sta- 
tions WLW and WSAI of the Cros- 
ley Corporation, Cincinnati, has 
been named assistant to the sales 
manager of the company’s broad- 
cast division. He replaces Eldon 
Park who has been transferred to 
the New York sales office. 


Collee Bureau 
Signs First Lady 
for Radio Show 


New York, July 22.—Pan-Ame: 
can Coffee Bureau will venture in: 
radio advertising for the first tin 
with Mrs. Franklin D. Roosevelt 


a stellar cast of one for a week! 
15-minute broadcast. The Fi; 
Lady’s commentaries On curre 


events will be aired Sunday at 6:4 
p. m. over 111 stations of the Blu 
network of the National Broadcast 
ing Company, beginning in Sep 
tember, for a period of 26 weeks 
with option for renewal. 

In signing up Mrs. Roosevelt, the 
Coffee Bureau has taken on an 
experienced performer whose com- 
mentaries have been sponsored by 
several other radio advertisers. I; 
1937, Mrs. Roosevelt was heard on 
the NBC Red network in behalf of 
Pond’s Extract Company, and in 
1940 she was aired by Manhattan 
Soap Company for Sweetheart soap 
It has been reported that the First 
Lady will receive $2,000 for each 
broadcast for the Coffee Bureau 
Her total earnings from broadcast- 
ing have been estimated at $450,000 
As in former instances, Mrs. Roose- 
velt will donate her remuneration 
to charitable organizations. 

The radio broadcasts, first adver- 
tising directed for the Coffee Bu- 
reau by Buchanan Company, will 
supplement the current schedule of 
promotion in 10 magazines and out- 
door posters throughout the coun- 
try. 


Florida Centennial Is 
Awarded to Mark Byron 


A preliminary advertising con- 
tract for the advance promotion of 
Florida’s centennial in 1945 has 
been awarded to Mark Byron, Inc., 
The Florida legislature 
appropriated $36,000, according to 

. L. Graw, chairman of the 
Florida Centennial Commission, to 
be used for preliminary promotion 


|}of the anniversary. 


Institute of | attract 


This is the first time Florida law- 
makers have set up machinery for 


SUP- | such a campaign and made possible 


a legal method of obtaining contri- 
butions from cities for the cam- 
paign fund. The 


centennial cam- 

will publicize the _ state, 
attention to the coming 
centennial, and tie in with the 


projected Pan-American trade mart. 


Buys “Electrical Digest” 
The B. L. Smith Publishing Com- 
pany, Toronto, has purchased Elec- 
trical Digest, Toronto, in which it 
has held an interest for some time. 
Lt. Col. J. Murray Muir, former 
publisher, and J. D. Welsh, acting 
business manager, will continue on 


| the staff of the publication. 


Joins “Business Week” 
Harold E. Choate, former vice- 

president in charge of advertising 

of Liberty Bank, Buffalo, N. Y., ha 


been named financial advertising 
manager of Business Week, Nev 
York. 


for NURSERY 
Advertising 


the 
form ot full-color printing. lf 


Newscolor is least-cos ‘ly 
you send direct advertising 
50,000 or more prospects, Ne\ws- 
color broadsides, folders, paste 
bound booklets are your best 
buy. Show growing things " 
ACTUAL COLORS. Sampies 
on request. 


vn lee 


Peete le 


SHOPPING NEWS 
Rewscoler Division CLEVELAND 
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First time in publication history ...a magazine edited exclusively 
for the high-school and young college girls of America! Young Miss 
America’s own publication ...the hand-book of a hand-picked eager audience 


...a publication to hit the country’s most influential, impressionable market. 


DESIGN FOR LIVING has entree to over 20,000 schools 

Reaches the heart of a student population, 3,000,000 strong 

Sold by a quarter-million-dollar School Selling Organization 

Has a circulation set-up never before achieved in the women’s field 
Edited, with power and authority, by young editors for a young audience 
Supplements classroom studies, with dramatic human-interest features 
Covers a field never before popularized... Home Economics 


Gives complete editorial coverage to:—Foods, Fashions, Beauty, 
Child Care, Interior Decoration, Sewing, Household Appliances 


Published by the POPULAR SCIENCE PUBLISHING CO., INC., 


an organization with more than a half century publishing experience 


DESIGN FOR LIVING makes its debut on the newsstands and campuses of 


America... September 2nd. Advertising forms close August 5th. 


DESIGN FOR LIVING delivers an active, consumer-educated youth group... 


a rare opportunity for the American manufacturer to button-hole a fast-buying 
audience. A monthly, sold on newsstands for 25c ... in schools for 15ce—Design 
for Living assures advertisers a quality readership. 


DESIGN FOR LIVING will guarantee a circulation in excess of 60,000... at a 


cost well within reach of every advertiser—$400 a page. Gross print order: 117,000, 


Design for Living - 353 FOURTH AVENUE - NEW YORK 
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Schenley Distillers 
Selects Goldstein 
Schenley Distillers 
New York, has 
Goldstein to co- 
ordinate sales 
programs with 
its national ad- 
vertising cam- 
paign, with the 
title of national 
merc handising 

manager. 

Mr. Goldstein 
has been con- 
nected with the 
distilling indus- 
try since shortly 
after repeal, 
when he joined 
the Gibson Dis- 
tiling Company, New York. He 
was general sales manager for the 
company until his present appoint- 
ment. Prior to repeal he was active 
in merchandising and advertising 
in the department store and enter- 
tainment fields. 


Corporation, 
appointed Dan 


Dan Goldstein 


Mueller to Seiberling 


Douglas Mueller, formerly on the 
editorial staff of the Cleveland 
Press, has joined the Seiberling 
Rubber Company, Akron, O., as ad- 
vertising assistant in charge of 
public relations. 


Francis Joins “Cue” 


Tom Francis, for the past eight 
years with Photoplay, has joined the 
Eastern advertising staff of Cue in 
New York. 


i i i i 


NewjHaven Summer 
Test Market Pays 


4 
4 
4 
‘ 
: 
New Haven, Conn., has long been {¢ 
profitable as a unique summer test ¢ 
market. The New Haven area cov- ¢ 
ered by The New Haven Register has ¢ 
a sea coast of 55 miles with long, de- ¢ 
lightful beaches. Familles from nine ¢ 
states occupy summer homes there §¢ 
increasing the shore population over 4 
20,000 during the wafm months. This ¢ 
year with New Haven's tremendous ¢ 
defense orders in the 888 industrial 
plants in its market the resalts have 
remarkable. Write for { 

market brochure “REGISTER CITY” 4 
to the New Haven 4 
Haven, Connecticut. 7 


been most 
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Industry Committee 
for Pulp, Paper to 
Be Set Up by OPM 


Chlorine, Paper Sup- 
plies Among Problems 
Facing New Group 


By A. P. MILLS 

Washington, D. C., July 23.— 
Establishment of an Office of Pro- 
duction industry committee on pulp 
and paper — including one division 
for publishing, printing, and the 
graphic arts—is slated to take place 
here next week, it was learned to- 
day. 

A preliminary meeting of pub- 
lishers, printers and graphic arts 
men was held last Friday, at which 
time plans were laid for a second 
and larger meeting. This confer- 
ence, originally scheduled for to- 
morrow, has been postponed until 
July 29. 

About 100 representatives of the 
industry are slated to be on hand 
then, at OPM’s invitation, Nomi- 
nations will be made for a 12-man 
printing and _ publishing division 
committee. The committee is to in- 
clude two men each from news- 
papers, magazines, book publishing, 
and printing. The other four mem- 
bers will represent such allied in- 
dustries as electrotyping, lithog- 
raphy and label manufacturing. 

Unit Committees 


Publishers attending the informal | 


meeting last week protested against 
inclusion of printing and publish- 
ing in the pulp and paper industry 
committee. OPM officials, however, 
declared that this decision was final 
in view of OPM’s determination to 
avoid NRA’s error of having too 
many committees. OPM’s industry 
committees, several of which have 
already been set up, will be limited 
to 30. 

The divisions of the 


other two 


pulp and paper committee, in addi- 
tion to printing and publishing, will 
cover pulp and paper producers 
and paper converters. A prelimi- 
nary meeting of each of these other 
two groups has already been held. 

The purpose of the industry com- 
mittee is to provide a centralized 
clearing house in Washington for 
all members of the industry called 
upon to do business with the gov- 
ernment or cooperate in the defense 
program. The committee will be 
strictly advisory. Its members must 
be approved by OPM. 


Foresee Conflicts 


The Department of Justice also 
enters into the picture, both as to 
committee membership and action. 
Committee members must be ap- 
proved by Justice, and probably all 
those under anti-trust indictment 
will be rejected. All actions recom- 
mended by the committee must be 
cleared first with the Attorney Gen- 
eral. In addition, OPM cannot 
guarantee that committee members 
will be protected against possible 
anti-trust action in the future as 
the result of industry collaboration 
in carrying out OPM’s wishes. 

Conflict with another government 
agency is also possible. The pulp 
and paper industry, being largely a 
matter of civilian supply rather 
than defense production, is on the 
border line between jurisdiction by 
OPM and by Leon Henderson’s Of- 
fice of Price Administration and 
Civilian Supply. Open conflict broke 
out between these two defense 
agencies within the past week in 
connection with Administrator 
Henderson’s production restrictions 
on automobiles, refrigerators, and 
washing machines. 

OPM’s position is that problems 
of the pulp and paper industry are 
so directly a result of defense pro- 
duction that this field should be 
under its direction. Whether Mr. 
Henderson will agree on this point 
remains to be seen. In any event, 
it is believed likely that the in- 
dustry committee when established 
will continue to represent the in- 
dustry whether under OPM or 


'OPACS. 


| COVERS THE ROCHESTER 
‘TERRITORY ON THE 
es 


and we're ready | 
TO PROVE IT! | 


The most acute problem facing 
the industry, as outlined by OPM 
officials, is the chlorine shortage. 
Chlorine is in great demand for de- 
fense products, particularly for in- 
sulation wire used by the Navy. 
Recently, the Navy seized chlorine 
shipments in transit to private con- 
cerns. The upshot of this was that 
OPM persuaded paper producers to 
cut their consumption 10 per cent. 
Now the Navy wants another 15 per 
cent cut. 

The paper industry now uses 
about 25 per cent of the available 
supply of chlorine. A far smaller 
ratio will be available for paper in 
the future. New chlorine produc- 
tion, now being pushed, will all be 
used in defense production and 
more will be needed for defense 
alone. 

The chlorine problem is of more 
vital concern to printers, book and 
magazine publishers, and _ direct 
mail advertisers, than to news- 
papers. Less chlorine is used to 
bleach newsprint than other types 
of paper. There is no present short- 
age of newsprint. Canadian pro- 
duction, still short of capacity, is 
being increased. 


To Set Standards 


That books, magazines and writ- 
ing paper will have a yellowish hue 
before many months is freely pre- 
dicted by OPM officials. OPM in- 
tends to establish new standards of 
brightness and whiteness for all 
paper bleached by chlorine’ by 
Aug. 15. 

Less immediate problems 
hover over the horizon. 
transportation. No shortage in this 
field has arisen to date, although 
some paper mills are having minor 
delivery problems, but a scarcity of 
transportation is anticipated as the 
defense program gathers steam. 
OPM officials are mum on possible 
priorities. 

Metals are another problem. 
There will be no aluminum next 
year, and little nickel, zinc and 
alloys. Copper is also scarce, and 
none is now in sight for commer- 
cial use in 1942. If Mr. Henderson 
could be persuaded to lift the price 
ceiling he has set on copper, mar- 
ginal producers might be brought 
back into production. 

In charge of OPM’s efforts to 
establish the pulp and paper indus- 
try committee is James S. Adams, 
acting chief of OPM’s pulp and 
paper section. Mr. Adams is 
executive vice-president of Colgate- 
Palmolive-Peet Company in peace- 
time, and was formerly an execu- 
tive of Benton & Bowles, New 
York. His assignment to the pulp 
and paper industry is temporary, 
and he will move on as soon as the 
committee begins functioning. He 
recently did a similar organizing 
job in the rubber field. 


PRINTERS EXPECT ERA 
OF “GRAY PAPER” 

New York, July 23.—The ques- 
tion of whether defense require- 
ments will hamper book paper pro- 
duction in the immediate future 


also 
One is 


and printers here this week as all 
branches of the graphic arts pre- 
pared for next Tuesday’s Washing- 
ton meeting of a special sub-com- 
mittee of the OPM Pulp and Paper 
Section. 

General feeling is that there is no 
cause for concern Over paper sup- 
plies despite the industry’s volun- 
tary offer to give up 10 per cent 
of its chlorine for defense. Some 
uneasiness was expressed, however, 
following the Navy’s recent diver- 
sion of some chlorine earmarked 
for paper mills. Indications are 
that the paper industry will be ob- 
liged to cut its chlorine supplies 15 
|}per cent, if not more. 

New chlorine production capacity 
is expected to be available in about 
eight months, but if the nation 
participates in a “shooting war” 
j}soon, observers believe that the 
| chlorine pinch will continue to 
|stand out as a troublesome spot. 


Other Paper Involved 


| Following consideration of the 
lettering situation, OPM attention is 
expected to be focused on metals 
|used in printing plates and inks. 

| In discussing the book paper 
|problem, publishers expressed the 
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Oe THE LaRsES! PLYMOUTH DE SOTO DISTRIBUTOR om tee cornet senrents: 


With talk of a 50 per cent cut in aut 
production, Tufford Motor Compan, 
using San Diego, Cal., newspaper: 
points to the uncertainty of productior 
prices and taxes and adds this advice: 
"If you can't afford to buy a new ce: 
now, then don't attempt to buy one—- 
you might be sorry—but if you possibly 
can, then buy RIGHT now." The Phi'- 
lips Company, San Diego, handles tho 
account, 


opinion that production curbs m 
be applied to papers other than 
book paper which also use chem- 
icals vital to defense. Among tho 
singled out for action were toilet 
tissues and bristleboard. 

The printing field seemed to 
regard the paper outlook as some- 
what gloomier than that pictured 
by publishers. More than one 
printer, for example, referred to 
the possibility that an era of “gray 
paper’? may be at hand. Magazine 
publishers, however, professed to 
see no serious shortages immedi- 
ately ahead. 


To Open New Plant 

Westinghouse Electric & Mfg. 
Company, Pittsburgh, will open its 
new “blackout” fluorescent lighting 
plant Aug. 2. The $3,000,000 plant 
was given a “preview” by editors 
of business and technical publica- 
tions July 14. 


G-E Names 2 Distributors 

General Electric Company, New 
York, has named Goodyear Tire & 
Rubber Company’s warehouses and 
Myer-Bridges Company, Louisville, 
Ky., as distributors for its electric 
clocks. Goodyear will also retail 
G-E heating devices. 


Troxell to Copperweld 

Thomas F. Troxell, former part- 
ner of Ritel & Co., New York in- 
vestment banker, has joined the 
| Copperweld Steel Company, Pitts- 
burgh, as treasurer and a director 
of the firm. 


Elmo Sales to Buchanan 


occupied the attention of publishers | 


Elmo Sales Corporation, Phila- 
delphia, has appointed Buchanan 
& Co., New York, advertising 
lagency for its Elmo and Murgo 
lines of cosmetics. General and 


women’s magazines, together with 
newspapers, will be used. 


:20,500,000 


plus purchasing power in 


MOBILE! 


To date this is the estimated »'“5 
purchasing power, based on de °s8¢ 
contracts awarded in this « of 
110.805. Reach this estimated «ded 
purchasing power plus norma pr 
chasing power in this market *e¢ 
tively and economically with W »cleY 
Taxiposter advertising. No r* ™ 
increase. For complete details w™!* 
ngtos 


Wm. E. Whaley Co., Was 
Bidg., Louisville, Ky. 


WHALEY 


a Py “3 Me. eee c eh et 2 pee es vo at , ats 5 ’ ; : = “ : v : 
“= es SSS. i 
_ 
1 a | bi 
bs Se oowas Sexkaeemne | 
4 = — 
5 penenngipeen anes te 
. ee ee 
; ||| =m £ Snes) 
as | ' 
a — | 
— ee = 
a y ' ; 
oe | a 
5 ie ok fr os te. 2 4 ~~ ' 
“1 a’ ~ ‘ . ' 
m @ cars BX Oa 
—. | . | ee 
4 , PER |. \ PG _ 
me 60 ~*DOLLAR (>) —. VR OO 
4 WSrSs-I ee 

i | , Ee “a 

: i cy > ° 
fens : ye WN: 8, Cor RE 
* q ) Pe ces i 7 ba ‘ : ’ ; E 
ie oe A So \% y Nae’ TBM OS pp. 

» : ; k ; a —— i Lo 
| % . 5 Nall de , -af inf _ > * ——— ee 
ee E 


July 28, 1941 ADVERTISING AGE 9 


Never Underestimate the Power of a Woman |! 


y In the first six months of 1941, the Journals power has LADIES’ HOME 


been increased by more than a quarter million circulation—has J Ol RN Al ye 
tracted more than *600,000 additional advertising revenue. * 
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NEW DRIVE 


| tion Management is now considering England from the West Coast to the! joined the New York office. 


United Air Lines pledges the support of 

itself and 3,500 employes to the U. S. 

defense program in this new institutional 

copy, in a campaign unlike any pre- 

viously used by the company. N. W. 
Ayer & Son is the agency. 


United Air Lines 
Launches Drive 
fo ‘Keep ‘Em Flying!” 


Chicago, July 23.—The place 
being filled by United Air Lines in 
the national defense program is be- 
ing emphasized in a flexible adver- 
tising program launched here and 
in New York with 1,500-line copy 
and to be extended to Washington, 
D. C., Los Angeles, San Francisco, 
Portland, Ore., and Seattle in 1,000- 
line copy. Where more than one 
newspaper is used in a city, the copy 
will be staggered to appear in suc- | 
ceeding weeks. The copy theme will | 
be “Keep ‘Em Flying!” 

Although new copy is planned for 
release approximately every month, 
this will not be a hard and fast 
schedule, according to Robert John- 
son, advertising manager, and _ its 
nature and frequency will be ad- 
justed to suit current conditions. 

The campaign is described as one 
definitely institutional and this is 
the first time United Air Lines has 
embarked on such a program. Here- 
tofore the company has lent its| 
space efforts, for example, to en- | 
couraging the use of the air line | 
for vacation trips. Now, with the | 
rapid increase in the use of air lines | 


by government and business men 
engaged in the national defense pro- 
gram, space on passenger planes is | 
not so available and copy will point | 
this out. 
Lists Objectives 


' 

Objectives listed by Mr. Johnson : 
for the campaign include: 
1. Depicting the part being played 
by the air line in the national de- 
fense program by saving traveling 


--emore than ‘just 
a radio station -- 


a Baltimore 
institution! 


makers are in the 
}example of the value of the ail 


jairline pilots and 


time for defense and military offi- 
cials and business men. Air express 
also is pointed to as a time-saving 
measure with so much of the air- 
craft industry located on the West 
Coast while many machine tool 
East. As an 


services it is pointed out that self- 
sealing rubber gasoline tanks for 


'fighting planes are shipped almost 


every night by plane from Akron 


|for the West. 


2. The public will be informed 
that the airlines have retained the 
majority of their planes and that 
mechanics have 
been placed in the deferred class so 
that airline service may continue 
undisturbed. (The Office of Produc- 


granting permission to allow domes- 
tic airlines to place orders for 150 
to 175 new transport planes as soon 
as possible.) 

3. The maintenance of high air- 
line standards in the face of priori- 
ties will be emphasized. 

4. With planes operating at vol- 
ume capacity, airline patrons will 
be advised to make plane reserva- 
tions earlier than formerly in order 
to be assured of service. 


Expect Growing Demands 


As industrial production, particu- | 


larly of defense materials, becomes 
greater and more widespread the 
airlines vision a still greater de- 
mand for their services, said Mr. 
Johnson. Pilots ferrying planes for 


East are making the return trip by 
air, adding to passenger loads. 

In this campaign to retain the 
good will of the traveling public in 
the face of greatly increased de- 
mands, United Air Lines is look- 
ing ahead to peace times when Mr. 
Johnson believes there will be a 
continued rapid development in 
aviation. 

The Chicago office of N. W. Ayer 
& Son has the account. 


. a . 
Joins “Companion” Staff 

Larry Hanson, formerly account 
executive with McCann-Erickson, 
New York, has joined the New 
York advertising staff of Woman’s 
Home Companion. Matthew M. 
Houston, who has represented the 
magazine in New England, has also 


Speeds Up Deliveries 
Youngstown Pressed Steel gq; 
sion of Mullins Mfg. Corporat 
Warren, O., has begun the man 
facture of a reduced line of cab 


deliveries, and is building into ; 
new line all the features of 
wider range. 
will feature a 
dish-washing. 


Ulna Sanders Named 
Ulna_ Lee 
named advertising manage, 
Newman Mercantile Compan 
Enid, Okla., department store. 


better method 


Buys Georgia Paper 


A. E. Brannock, Jr., former ac- 


vertising manager of the Dispat, 
Lexington, N. C., has purchased ¢ 


—— ee 


net 


sinks with the object of improv); 


National advertis), 


Sanders has bee, 


News-Gazette, Barnesville, Ga 
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“Yes... we said top half!” e 
But I always thought that farmers...” afte 
“Not any more! Analysis of the U. S. Consumer Purchase lea 

Survey, and other Government facts, shows that the upper-half whi 

farm family today actually has more money to spend for adver- tho 

tised merchandise than the upper-half city family!” ki 
ef * %” So 
Amazing! But where do they .. .? = 

, : , urb 

“Spend all their money? That’s the most interesting point of = 

this story. For geography, too, has changed! Today 93°; of the a 

total population and 87°; of the farms in this country are within —~ 

25 miles of one or more urban centers.” lag 
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eae to Arthur Cohn 


Emerson Drug Company, Balti- 
more, Frederick Stearns & Co., De- 
troit, Curtiss Candy Company, Chi- 


and Griffin Mfg. Company, 


cag! . 
Brooklyn, have named Arthur Cohn 
and Associates, New York, to 
a ° . 

han their transportation adver- 
tising 


Joins Universal Camera 

Carl Bakal has joined Universal 
Camera Corporation, New York, as 
cales promotion manager. He Was 
formerly advertising manager of 
Fotoshop, New York. 


McCrady to Waters 


M McCrady, formerly copy 
chief at Monroe F. Dreher, Inc., 
New York, has joined Norman D. 
Waters & Associates, New York, as 


account executive. 


‘Liberty’ Undergoes 
Changes; ‘Physical 
Culture’ Next 


"Health and Beauty" to 
Be New Name of Mac- 
fadden Magazine 


New York, July 23.—Continuing 
the re-design program that will 
eventually encompass all its maga- 
zines, Macfadden Publications has 
instituted six physical changes in 
Liberty. close on the heels of the 


recent streamlining of True Story. 
Physical Culture is next in line for 
a face-lifting treatment that will 
affect not only its outward appear- 
ance but also its entire publishing 
purpose. 

A distinct innovation in the Lib- 
erty job is the abandonment of a 
standard logotype on the front 
cover in favor of four different de- 
signs that will be used from time 
to time to conform to layout re- 
quirements. The logotype lettering 
will include Roman styles as well 
as italics. Kodachrome covers will 
hereafter be used along with re- 
productions of paintings. Bleed cov- 
ers will be used whenever 
sible. 

Inside the magazine, the Liberty 
policy of running stories from be- 
ginning to end without a break has 


pos- 


been discarded 
“jumps” 


for editorial 
from front of the book to 
back. Body text is now set nine 
point on ten instead of ten point 
solid as heretofore A newly-de- 
signed title page and hand-lettered 
captions are other changes. 


Muscle Men “Out” 


Relegating to the past what one 
Macfadden executive termed 
“muscle men and gods of beauty,” 
Physical Culture will make its bow 


as a Magazine geared to feminine 


ture’s sub-title, “The 
health and beauty,” will gradually 
be accorded increased emphasis 
until, in about six months, the name 
of the magazine will officially be- 
come Health and Beauty. The sub- 
title then will be, “The intimate 
magazine of physical culture.” The 
name, Health and Beauty, has been 
owned by the Macfadden organiza- 
tion for about 12 years, dating from 
the time the company’s founder 
launched a magazine with this title. 
The venture was short-lived. 


magazine of 


interests with its October issue. The | 


front cover of that issue will fea- 
ture a color photograph of an at- 
tractive woman of about 28 
might be the wife of a white collar 
man in any community.” 
Coincidental with 
the women’s field, 


“who 


the shift to 
Physical Cul- 


“Practically! Except for their reading habits, of course. For 
after all they’re farmers. And Country Gentleman is agriculture’s 
leading trade, general, and woman’s magazine, all in one! And 
while we’re on the subject of that magazine, here’s our parting 


thought for the month: 


“Country Gentleman is one of America’s greatest magazines. 


Retail dealers who do business with Country 
Gentleman families have identified them as their 


PREFERRED customers! 


So great that today a combination of SIXTEEN of the leading 


urban weekly, monthly, and women’s magazines actually reaches 
\ \ 


ss than 75% of Country Gentleman’s 2,100,000 upper-half 


agricuitural families! 
ee 


“Without Country Gentleman’s 2,100,000, you cannot possibly 
lead all of the top-half of America today to the merchandise you 


LMG 


ALF OF AMERICA 


have to sell!” 


bot ae 


Upc gyre OOM vom Me 


IN THE TOP OF THE TOP H 


163% 


UPPER HALF 85% 129% 


- LOWER HALF 15% 


In a recent check made in 18 buying centers 
in three midwest states, unidentified lists of 
Country Gentleman subscribers were submitted 
to local dealers. They were asked to grade the 
names according to wealth and credit: A (excel- 
lent), B(good), C(fair),and D(poor). The score: 


111% C 
| 4%D 


Seeks Doctors’ Support 


In emphasizing its new role 
Physical Culture will seek to enlist 
the support of the medical profes- 
sion, a distinct contrast to the pub- 
lishing philosophy that formerly 
frowned on doctors. Copies of the 
newly-designed magazine will be 
dispatched to the profession and 
the “see your doctor twice a year” 
slogan will be given dramatic sup- 


port editorially. Among the fea- 
tures to be presented in the nea: 


future are stories on how famous 
people keep healthy, including such 
personalities as Clark Gable, Wil- 
liam S. Knudsen and Owen D 
Young. A pictorial layout will also 
show how women have been organ- 
ized for national defense, spiced by 
scenes of what New York 
like under actual aerial bom- 
bardment. The new Physical Cul- 
ture is edited by Ernest V. Heyn, 
formerly editor of Photoplay. 
Macfadden design experts are 
currently at work on True Detec- 
tive Mysteries with the remaining 


might 
look 


magazines scheduled for treatment 
during the next few months As 
reported in ADVERTISING AGE June 


4, True Story has already instituted 
several changes in its physical for- 
mat. These included a re-designed 
front cover, more legible body type 


and substitution of drawings fo: 
some of the photographs in edi- 
torial layouts, 


Foundation Appoints 
‘Technical Committee 
Advertising Research Foundation. 


New York, has appointed a tech- 
nical committee to act in an ad- 
Visory capacity on technical re- 
search concerning various projects 
of the foundation 

Members of the committee are 
George Gallup, vice-president and 


director of research, Young & 
Rubicam; Earle Robinson, genera] 
manager, Federal Advertising 
Agency; D. P. Smelser, manager of 
market research, Procter & Gam- 
ble Company, and H. M. Warren, 
assistant general sales manager, 
National Carbon Company. 


Madison Oil Cases 
Reopened by Consumers 


Six industrial consumers and 
four consumer cooperatives have 
brought damage suits against the 


| twelve recently convicted oil com- 
| panies in Madison’s long-drawn out 
|} oil case. The suits, filed in U. S. 
| district court in Milwaukee, total 
|}more than $500,000, and allege that 
| price-fixing by the large companies 
‘cost them approximately two cent: 
a gallon used between February, 
}1935 and December, 1936. 


when you think of SPOTS 
... think of John Blair! 
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A Tug of War 


Stephen Leacock’s description of 
the man who dashed onto his horse 
off madly in all directions 
most 


ind rode 


ynce more seems to apply 


strikingly to the federal govern- 


ment and its relations with the 
publishing and advertising industry. 
On several! fronts one department 


or division of the government is 


idvising or urging business and 
advertising to do one thing, while 
at the very same time = another 


department tries to make it as clear 
is possible that any such action 
may result in criminal prosecutions. 

A case 1n 
the preliminary 


point is provided by 
negotiations which 
are now 
pulp 
looking 
of an industry 
for the 
ndustries 
others which 
planned for varicgus industries, 
provide a central clearing house for 
everyone called upon to do business 
with the government or 


carried on by the 
OPM, 
establishment 


being 


and paper section of 
toward the 
committee 

printing 


committee, 


advisory 
publishing and 
This 


nave 


like 
been set up o1 
will 


to cooper- 


ate in defense in any way. The 
committee will presumably have 
idvisory powers with reference to 


the multitudinous problems of sup- 
plies, and may even be called upon 
to help in equitably distributing the 
available quantities of such supplies 
throughout the field 

Brought to Washington by tele- 
graphic notice 48 hours in advance 
of the meeting date, leading figures 
in the publishing, paper, printing 
ind allied fields were told the pur- 
pose of the committee, 
quested to make 
membership on the industry com- 
But, ADVERTISING 


and re- 
nominations for 


mittee of twelve 


AGE’s Washington editor reports, 
“As usual, there is an anti-trust 
angle.’ Names of nominees for the 


committee must be cleared with the 
Department, 
more 


and what is 
OPM can't 
guarantee that men serving on the 


Justice 
even nteresting, 
won't get in trouble 


with the 


committee 
anti-trust 
industry 


some time late 
division for serving on the 
committee 
Furthermore, there seems to be 
some likelihood that this particular 
OPM committec with 
Leon Henderson’s OPACS, on the 
that the industry's 
problems arising out of defense are 


almost 


may conflict 


theory paper 


entirely “civilian supply” 
that therefore 
day assert com- 


problems, and 

OPACS may some 
plete responsibility over news- 
papers, magazines and the graphic 


arts OPM, on the other hand, 
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Federation of America 
1941 10 Cents a Copy, $2 a Year 


Is Fun, But... 


thinks that paper problems arise so 
directly as a result of defense pro- 
duction that pulp and paper should 


definitely be included in OPM’s 
orbit. 
This “damned if you do and 


damned if you don’t” situation cer- 


tainly aids defense not one whit. 
If an advisory committee on print- 
other 
OPM 


needs and wants it, then certainly 


ing and publishing—or any 


business—is essential, and 
it should be able to guarantee the 


members of the committee that they 


won't some day be branded as 
criminals just because they tried 
their best to help one division of 


the government Operate in a man- 


ner that another division of that 
same government doesn't like. 

This case is by no means an iso- 
lated reports in 
this issue of ADVERTISING AGE dem- 


Even 


situation, as the 


onstrate more spectacular 


is the hullabaloo being raised in 
the oil industry, which gets one of 
Harold Ickes’ verbal wallopings one 
day and a pat on the back the next, 
only to have what little equilibrium 
it has left completely knocked out 
from under it by a 
on advertising practices emanating 
from Thurman Arnold. Mr 
says he wants oil in the right 
places; Mr. Arnold sends out a 
questionnaire which on its 


questionnaire 


Ickes 


face is 
designed to bolster a predetermined 
inclination to consider all advertis- 
ing as waste effort: but Mr. Arnold 
that he is interested 
only in full-line forcing. No wonder 
gasoline producers 
wilderment. 

Leon 


says 


really 
express be- 
Henderson is supposed to 
concern himself with the mainten- 
ance of as large a supply of con- 
possible, at the 
OPM is 
getting 
things produced so that there will 
be enough for defense needs Yet 
Mr. Henderson issues a 
ting 


sumer goods as 


lowest possible price, and 


supposed to worry about 


ukase cut- 
automobile ands re- 
frigerator and washing machine 
production OPM 
argues against the wisdom of the 
step All of 
wonders to which 


down 


drastically, and 
makes the 
Alice was initi- 
ated when she stepped through the 


which 


mirror seem more logical than logic 
itself. 

A tug of 
cise, but it 


war may be tine exer- 


very seldom accom- 
plishes any constructive result. As 
far as the 
departments are concerned, 


you and him get together” 


various government 
“let’s 
seems to 
be the perfect suggestion 


LIFE GOES TO A MILITARY PARTY 


“Hold it, Sergeant. 


I'm from ‘Life.’ ”’ 


Ad-libbing | 


The most effective and unusual 
defense illustration we've seen in| 
a long time is this one, used in a 
half page in the Repository, Can- 
ton, O., by Timken Roller Bearing 
Company. And incidentally, if you 


By Producing More 
Timken Bearings and Timken Steel 


want to see a series of advertise- 
ments addressed to the home folks 

workers and neighbors — that 
really talks sense in language that 
does a real job, get Timken to send 
you some clippings of the series it 
has been running in the local prints. 
The ads are among the best of 
their type we've ever seen 


Wedding Bells 

The research department of 
Henri, Hurst & McDonald adds to 
our store of information on the 
marriage situation by advising that 
a study of 17 large cities shows an 
increase of 23.3 per cent in the 
number of nuptial knots tied dur- 
ing the first half of this year com- 
pared with last. The toughest city 
of all for bachelors who want to 
stay that way is said to be Balti- 
more, where marriages jumped 73.2 
per cent, although Washington is 
right behind with a net increase of 
71.2 per cent. On the other hand, 
altars are either being shunned 
with amazing regularity in Des 
Moines, Louisville and Philadel- 
phia, or else the local marrying 
business is bowing before out-of- 
city competition. Ih each of these 
two cities there were declines, 
Louisville being outstanding in this 
respect with a decrease of 16.5 per 
cent. 

In view of the general situation 
and particularly of the status of 
prospective draftees, these figures 
make us wonder 


whether it’s a 


question of hope springing eternal, 
or a choice of the lesser of two 
evils. 


Summer Readership 
R. O. Eastman, who runs the 
Eastman Research Organization, 
made 13,599 calls in the course of 
reader performance studies on 
business papers and magazines 
during 1939 and 1940, and the 
other day, in an effort to find some 
answer to the perennial problem 
of what happens to magazine read- 
ership by seasons of the year, he 
made a month-by-month analysis. 
Assuming that the number of 
“outs” and “contacts” reported by 
his field staff bears a logical rela- 
tion to the number of people who 
are available to read the publica- 
tions which he measures, Mr. East- 
man finds a much smaller differ- 
ence between seasons than one 
might normally expect. The num- 
ber of “contacts” his researchers 
make, he reports, is almost exactly 
50 per cent, and here are the vari- 
ations from this figure for each 
season of the year: 
Per Cent of 
Contacts 
Winter (Jan., Feb., March) 51 
Spring (April, May, June) 48 
Summer (July, Aug., Sept.) 48 
Fall (Oct., Nov., Dec.)... 48 
Breaking down the figures by 
months, he reports the following 
percentages: 


January 55 
February 48 
March 51 
April 48 
May 52 
June 46 
July 45 
August 48 
September 52 
October 47 
November 50 


December ‘Me 51 

His conclusion: “No, it wouldn't 
seem from this that ‘lots of people 
are away on vacations during the 
summer months. Nor that there is 
any very good reason why ‘the sell- 
ing season’ doesn't start until Labor 
Day.’ 


Jottings 


We got a kick out of Associated 
Advertising Agency, Jacksonville, 
actually making capital in_ its 
house organ out of the fact that it 
didn’t get the Florida Citrus ac- 
count. A small agency, it explains 
that it felt like David slinging peb- 
bles at a bunch of Goliaths; it sur- 
vived the first elimination, and will 


be back pitching next year No 
sour grapes—a pat on the back for 
the commission—and a good job, 


we think, of impressing clients who 
may have considerably less than a 
million to spend 

W65H, Hartford, thinks it has the 
record for the first outdoor adver- 
tising of an FM station Several 
huge signs plugging FM as “radio's 
greatest thrill” have already gone 
up on Connecticut highways 

Stamp collectors can now take up 
the task of collecting Navy aircraft 
insignia stamps. MacLurin - Jones 
has produced a complete set, to- 
gether with a neat little album 


—— 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from, com- 
panies sponsoring them, or thr« 
ADVERTISING AGE, by any nati 
advertiser or advertising age 
executive writing on his busi 


letterhead. 


No. 1843. Kentuckiana—Its Pots 
tialities. 
Latest estimates indicate a 10) 5 
per cent increase in payrolls 
1941 over 1940, according to 
survey of the Louisville trade terr- 
tory, issued by the Louisville Ci 
rier-Journal and Times. The stu 
lists the defense projects which a qd 
extra activity to the normal mark t 
and tabulates statistical data, | y 
counties, for population, wholes: e¢ 
and retail trade, agriculture, liv 


| standards and buying power. 


No. 1844. Analysis of Foreign La 
guage Newspapers. | 
The Judson Special Agency his 


issued this analysis of the various 
foreign language markets of tie 
country and the newspapers reac 
ing these markets, with data on c 
culation and rates. A total of 25] 
papers, published in 22 languages, is 
covered in the study. 


No. 1845. 


Distribution and sales positions of 
both Western and Eastern beers and 
ales are tabulated in this new su 
vey, issued by The Sacramento B: 


Beer and Ale Survey 


The study shows 1941 data with 

comparable figures for 1940 and 
1939. 

No. 1845. New Albany, Indiana. 
The New Albany Tribune has 


issued this folder, which tells about 
the defense projects which “dropped 
into an Indiana cornfield and made 
a boom.” Proof of the business is 
shown in figures on population, sales 
and employment increases, and a list 
of some of the products manufac- 
tured in New Albany is given. 


No. 1721. How You Can Use Laurel 
Improved Photo-Offset. 

In this new brochure, Laurel 
Process Company outlines its fa- 
cilities and services, and illustrates 
the speed, economy and flexibility 
of its photo-offset process. Repro- 
ductions show many uses, from a 
simple, illustrated sales letter to the 
more complicated layout, including 
examples of color work and duo- 
tone. 


No. 1780. Ohio Liquor Sales. 

The Cleveland Press has issued 
its sixth annual analysis of Ohio 
liquor sales, providing a complete 
picture for 1940. Issued in two 
sections packed with maps, tables 
and charts, the study covers dolla! 
sales by county and district, as wel 
as gallon sales by type, with state 
totals, and wholesale, retail and 
total sales of indivfdual brands »: 
type, district and for the staté 


No. 1824. “Information, Plea 


The Wall Street Journal } 
sued this spiral-bound bi ure 
which contains five advertisemen’ 


in reduced size, from the institu 
tional campaign of Eagle-!’iché 
| Lead Company, which is appcarins 
} in the Journal. Following th ar 
lreprints of 50 letters ind cating 
reader reaction to the ser an 


showing the benefits of a continu 
ing educational campaign 
No. 1825. Newsweek Rep 0 
Defense. 
Newsweek marks the firs. an? 


versary of the national deft 
gram with this complete 
pact report of progress 
mid-May, 1941, with a pres nta! 
of future objectives so far 
‘are formulated. Articles 
Army and Navy, shipbuild'"s. 
plane output and a gra} . 
defense organization are 0! a 4 
of the contents which 
valuable report. 
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F our A's, Radio 
Writers Approve 


Code of Practices 
New York, July 22.—Aimed at 
elim nating mistakes and_ contro- 
vers es between free-lance writers 
and agencies over scripts, a formal 


“Statement of Practices” has been 


approved for use on a purely vol- 


. untary basis by the American Asso- * . 

e. ciat.on of Advertising Agencies and 

F the |‘adio Writers’ Guild of the Au- 

: thors League of America. 

? The statement, which emphasizes ; 
that agreements between writers 8 


and agencies should be in written 


fo. and specific in detail, was 

drai'ed following a series of con- 

ferences between representatives. 

Without sacrificing freedom to nego- POP. CITY G&G RETAIL 
tiate on individual needs, the state- MARKET 


TRADING ZONE RATE 


men! is intended to promote sound 
relations between the two groups. 


Among practices covered are sub- r | ‘ 
mission of material, payment of A 1 373 O61 im G e) 50 
fees broadcasting rights, additional 9 9 a 


uses of material, rewrites, author- 


ship credits and termination § of ($) sy 
series contracts. Arbitration of any ° 


disputes is endorsed in the pact. 


sc i tat an MEMPHIS 965,002 «e« 5 


Canned Foods, Recipes 


The Maine Development Com- +S) 33 
mission has released a unique 64- ° 
page book on “Tested Recipes made 
with Famous’ State of Maine 


Canned Foods,” which contains a 
directory of the state’s canners, full NASH \ ILL] y 92 Q) 389 (m Ge) ame 
color reproductions of 196 foods 9 
packed in Maine, and many of 25 
‘down East’s” famous formulas fo (S) 
i | foods e 


1 The book is believed to be the 
first ever issued by state authority 


and at state expense to promote its 'y '% 
h own canning industry.  Inquirie: N W ORL ANS 862 SO2 (m G e) 35 
d for the book are being stimulated 9 
by food and household commenta- 


tors over 19 New England radio (S) 35 
stations. Brooke, Smith, French & bad 


Dorrance, New York, is the agency 


“i fj Purchase John B. BIRMINGHAM = 746,742 — »«» .30 
. . 
ae Woodward Organization 9 
is} John B. Woodward, Inc., news- 
les paper representative, has been pur- (S$) e 
chased by Leonard L. Marshall and 


Roy L. Rubel, who have been with 
the company more than 20 years 


Mr. Marshall has been elected | ] \ I | i EK (4. ( fr e) AQ 
president and treasurer of the com- pallid 
rel 9 


.- 
panv and will be located in New 
York. Mr. Rubel, who will serve as 
rel ice-president and Western man- ($) 238 
fa- iger, will be located in Chicago 
tes He will also supervise’ branch 
lity iffices in Detroit, Los Angeles and 
‘ San Francisco. Mr. Woodward wil! ) y 
ro BS ctattmn of the bound JACKSONVILLE 454,586 = ce . 
n a ak ae 9 
the 
ing | No Pay Envelope Ads (S) “ 
ju0- Acting Beverage Commissioner 
Garrett of New Jersey has thwarted 
the idea of using beer advertising SOURCE: Standard Rate G Data, Feb., 1941 
n pay envelopes. In replying to 
sued request for an opinion by the 
hio National Premium Pay Envelope 
lete Corporation, New York, he said, 


There are many and growing de- ™ ° ’ 

nands on a worker's pay these days ‘ > > »e Ce CePYVe ‘ >» VT- 
Ng age nok span rng Compare the rates of these seven important Southern mar 
‘he most vital of them. The prope: 

piace for a worker's wages is at 


eee for a workers wags kets. Only two have a greater population in city and retail 


trading zones. While you can reach any of these markets 
economically through morning and evening, or Sunday 
newspapers, the most inexpensive 1s coverage of the rich 
Nashville market with the Nashville Banner and the Nash- 


ville Tennessean. 


872, | Naghoille Banner. NASHVILLE TENNESSEAN 


COMBINATION” 
NEWSPAPER PRINTING CORP. Agents ®@® THE BRANHAM CO., National Representatives 
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Remsen J. Cole Heads 
Marine Corps Drive 


Remser J. Cole & Associates, 
publicity and advertising, Philadel- 
phia, has closed for the “duration” 
and Mr. Cole is now Capt. Cole of 
the United States Marine Corps 
in charge of advertising and public 
elations for the Eastern recruiting 
division, 

Despite a lack of appropriations, 
Marine plans call for car cards, 
newspaper, radio and outdoor ad- 
vertising on a courtesy basis. Ob- 
ject of the drive is to raise the 
personnel of the Corps to 100,000 
from its present figure of 53,000. 
Capt. Cole’s new office is in the 
Customs House, Philadelphia. 


Plugs “Crisper”’ Feature 
Proctor Electric Company, Phila- 
delphia, will promote a new “Cris- 
per” appliance on its electric toast- 
ers with magazine advertising fea- 
turing “Crispy,” a little figure who 


points out the Crisper’s advantages. 
Copy is scheduled for Good House- 
keeping, The Saturday Evening 
Post, and Woman's Home Com- 
panion beginning in September and 
running through December. John 
Falkner Arndt & Co., Philadelphia, 
is the agency. 


Records Played for USO 
Station WTHT, Hartford, Conn., 
has inaugurated “The Service Men’s 
Saturday Night Party,” designed to 
provide entertainment for civilians 
and indirectly for soldiers. The pro- 
gram is composed of popular re- 
cordings, and requests are played 
provided they also carry a pledge 
of any amount, ten cents and over, 
to be devoted to the USO drive fo! 
out-of-camp recreation centers 


“Ever since she persuaded the 
boss to advertise over HW EDF 
Flint Michigan she’s been sitting 
pretty.” 


‘Dictionary. of Verboten Terms - 
Completes: Medicinal Qualities 


Also Lists Therapeutic 
Values in 4th Installment 
of Series 


By HARRY HIBSCHMAN  - 
Words, Terms, Expressions, State- 
ments and Representations Relating 
to Medicinal and Therapeutic 
Qualities 
(Continued from July 21 issue) 
Laxatives—any claim that a given 
preparation will do more than 
give temporary relief from such 
conditions as are due to constipa- 
tion will be banned.  Further- 
more, the user of laxatives must 
be warned that their use when 
abdominal pains or other appen- 
dicitis symptoms are present may 
be dangerous and that continued 
use may result in dependence 
upon them However, if this 
warning is contained on the label, 
it need not be given in the adver- 
tisements of the product, a mere 
statement that it must be used ac- 
cording to directions being suffi- 
cient. (See “Constipation.” ) 
Advertiser: “Doctors and = hos- 
pitals use liquid laxatives.” 
F.T.C.: “In truth and in fact, 
physicians and hospitals do not 
prefer liquid laxatives because 
of their liquidity 
Lightens 
when used regarding a prepara- 
tion sold 
people. 


Complexvion—disapproved 


especially to colored 


Liquor-—statements barred with re- 

gard to preparation asserted to 

give relief foi ifter-effects of 

using: 

(a) “is nation’s remedy for over- 
indulgence.’ 

(b) “clears the head like magic.” 

(c) “will restore a drunken per- 
son to normal in fifteen min- 
utes.” 

(d) “is proven remedy for ‘morn- 
ing after.” 


WORCESTER 
INDUATRIAL 


figures published by the Massac 


Labor & Industries. Here’s the story of how Worcester 
payrolls jump as Worcester factories step up pro- 


duction on National Defense orders. 


WORCESTER workers are making more than TWICE 


as much as they made a year ago, according to % 


husetts Dept. of 


Worcester Industrial Payrolls 


First 5 Months of 


1941 compared with 


Same Months in 1940 


January — UP 22% 
February — UP 36% 


MAY — 


March — UP 47° 
April — UP 56% 


UP 101% 


The Worcester Market —in the heart of industrial New England — is covered by The 


Telegram-Gazette alone; there is no other 
lation more than 128,000 average net pai 
Retail Zone 440,770. 


daily paper published in Worcester. Circu 
d daily. Population: City 193,694. City and 


2c TELEGRAM -GAZETTE 


saber, py MASSACH USETTS 


CGeoece F. Boorn, Publsh3- 


Oot BLock aud ASSOCIATES, NATIONAL REPRESENT 
OWNERS of RADIO STATION WTAG 


eee 


———c 


(b) ‘Saves 
safety.” 
“will enable you to be just 
active, work just as hard 
anybody, with absolute safety 
Rx—may not be used to imply t 
product has been prepared 
doctor or according to doct 
prescription when such is not the 


operation, insures 


|Editor’s Note: This is the fourth of a series 
the “Dictionary of Verboten Terms,” 
Harry Hibschman to present as complete as possible a list of terms, 
expressions and phrases which have been frowned on by the Federal 
Trade Commission and the courts. The remaining installments will be 
ADVERTISING AGE. 
should furnish an exceptionally useful guide to every marketing and 
sponsible for trademarks, labels 
advertising material or sales promotion. 

This week’s installment completes 
sions, statements and representations relating to medicinal and thera- 
peutic qualities. Next week’s installment will discuss origin of products. 

While the idea for a comprehensive collection of such material is 
not new, Mr. Hibschman’s series should be of tremendous value for 
several reasons: it is the most complete and extensive list ever pub- 
it lists terms and phrases alphabetically, 
making them easy to locate for reference purposes; it discusses terms 
under ten specific types of relationship to products advertised: and 
every case it gives the context of the words or phrases 


published weekly in 


advertising executive in any way r 


lished, so far as is known: 


made the terms unacceptable to the 


case. 
Safe—has been banned with reg 
to many products, (See “Liqui 
“Menstruation,” “Reducing Rem- 
, edies,” and “Rupture.”’) 
the series Skin Diseases—A preparation y 
advertised as a cure for eczen 
psoriasis, itch, ringworm, pimpk 
acne, dandruff, corns, hives, s 
bies and athlete’s foot. Said 1 
ifs ft ‘Ailments and diseases 
the human skin, commonly 1 
ferred to as ‘skin diseases,’ a: 
from many causes and are of ty 
general kinds; viz., those of a su 
face character only and_ thi 
Which are associated with, 
arise from, a systemic distu: 
ance. . . The proper method a: 


of 12 installments of 
an unusual project developed by 


When completed, 


the list of words, terms, expres- 


which have 


| Non-allergic 


(e) “is perfect anti-alcoholic.” 
(f) “will do sobering-up job in a 
hurry and without injury.” 


Medicated—use with reference to 


soaps and cosmetics highly re- 
stricted, as it indicates that the 
product is useful in the treatment 
of skin diseases. In one case the 
stipulation provided that the ad- 
vertiser would desist from “the 
use of the word ‘medicated’ so as 
to import or imply that said prod- 
ucts have been treated or impreg- 
nated with medicine or anything 
medicinal when such is not the 
case.” 

Medicine—“Not a medicine but a 
refreshing drink,” banned. 

“The specific medicine for treat- 
ment of worm infection,” dis- 
continued 

Menstruation—preparations for re- 
lief of troubles in this connection 
are difficult to write about. Among 
statements banned by stipulation 
or order are the following: 

(a) “If you worry because of 
overdue, discouraging, unnat- 
ural or suppressed periods, try 

“a preparation having 
the word “guaranteed” in its 
name. 

(b) “When delayed, don’t be 
alarmed, discouraged, or unpre- 
pared. You can now de pe nd on 
this wonderful 

(c) “Powerful yet 
safe.” 

(d) “Women may find relief 
from month to month uncer- 
tainty.” 

(e) “You may 


absolutely 


have faith in 

(f) “Marvelous, satisfying relief 
generally comes quickly.” 
(g) “Absolutely harmless.” 

Mystery—banned as part of trade 
name for a liniment. 

Nerve Tissue Builder—ordered dis- 
continued when used with refer- 
ence to a cosmetic preparation. 

New—may not be used with regard 
to a preparation that is not, as in 
expression, “Prepared according 
to a new prescription.” 

claim that certain 
face powder was non-allergic for 
all persons discontinued by order. 

Organic Changes—statement that 
massage machine “stimulates” 
such changes banned. 

Original—cannot be used with re- 
spect to prescription, treatment, 
preparation, or product unless 
strictly true. 

Over Indulgence—a much over-used 
expression. Claims of cure or 
remedy for after effects of cannot 
be made at all, and claims of re- 
lief from effects of must be made 
with modifications only. 

Perspire—“reduces the amount you 
perspire,” banned with reference 
to a talcum powder 

Pores—Claim for powder, “Lets the 
pores breathe,” discontinued. (See 
“Hair Removers,” “g.”’) 

Positive—can only be used with 
care. One cannot say, for in- 
stance, “Positive way to heal var- 
icose ulcers, old sores, etc.” 

Prevents—another word that can 
virtually never be used with 
safety. Such expressions as “pre- 
vents infection,” “prevents return 
of blackheads,” and “will prevent 
return of corns,” are definitely 
out 


Pyorrhea- 


Ray-X —used with picture of rising 


Reducing Remedies and Devices 


F.T.C.| the kind of medicine to be us 
in the treatment of diseased co; 
ditions of the skin that are of 

Psoriasis—*Actually clears up pso- surface character only are dete 

riasis lesions,” banned (See mined by many factors, the m«¢ 
“Dandruff.” ) important of which is the speci 
F.T.C.: “There is no specific cure cause responsible for the disord 


or remedy for psoriasis.’ 
F.T.C.—"“The cause and 
cure of pyorrhea are not known 
to medical science as yet.” 


These causes are so varied th 
no single formula containing a: 
drug or combination of drugs 
capable of providing 
treatment for all such disease 
conditions.” 

Soap—with regard to toilet soa; 
banned: 


sun to indicate radium active ele- 
ments in distilled water, banned. 


(a) “aids in 
skin.” 

(b) ‘aids in correcting dry skin 

(c) “refines skin texture.” 


claims that have been ordered normalizing — oi 


discontinued or banned by stipu- 
lation: 


(a) That product is safe, mild 


and harmless: (d) “will impart new firmness 1 
(b) That it will reduce fat with- skin. 
out diet or exercise: (ec) “will completely remo, 


blackheads.” 
should not be used in tl! 
preparation is 


(c) That it “will get rid of” fat: é : 
(d) That it is a scientific way to Specific 
reduce; sense that a 


(e) That product eliminates fat specific cure, remedy, or treat 
as fast as it is added: ment. Medical science recogniz 


(f) That “You can watch the fat few “specifics.” 
roll off:” Standard—if used should be accon 
(g) That the preparation § takes 
the fat off * 
(h) “Bathe off excess fat:” 
(i) “See fat float away;” 


is standard. 
Strengthen—claim that a_ prepar: 


+ 


adequate 


e 


l- 


panied by an explanation stating 
in the right places:’ , by or according to what a product 


i- 


ill 


iV 


(j) “Reduce 10 pounds in 11 tion “will strengthen the bladder” 
days;” and banned. 
(k) “Contains an ingredient that Sure—assertion that product w 
affects the metabolism of fat.” give “sure relief” not allowed 
Rejuvenator—banned when used Talcum Powder—one may not si 
with reference to cosmetic prep- that it: 
arations and particularly with ref- (a) “affects body temperature 


erence to alleged remedies for (b) “has healing properties 
“lost manhood.” (c) “promotes sleep.” 

Remedy—banned (d) “relaxes and soothes th 
(a) “A sure, certain and perma- nerves.” 


nent remedy for every form of (e) 
fever.” spiration.” 
(b) “The remedy that cures.” (f) 
(c) “A sovereign remedy for all 
aches and pains.’ Tobacco 
(d) In name “Grover Graham bacco “antidote” or that it ‘“w 
Remedy.” (See “Cure.”’) kill taste for 
Renewer—claim that preparation is tinued. 
hair renewer will not be allowed. Tonic—“A remedy 
(See “Hair."’) enfeebled function and promot 
Restore—banned: “Will restore nat- Vigor and a sense of well-bein 
ural brightness of the teeth” o1 
“natural color of the hair.” (See 
“Dentifrices” and “Hair.”’) they act.” 


claim that product is t 


the organ or system upon w! 
Stedman's 


Results Guaranteed—can  practi- Dictionary. 
cally never be said with safety Stipulation No. 01491: “That, ac 
Expression has been banned with cording to the weight of scie! 
reference to hair preparations, tific opinion, there is no know 


laxatives, re- plant or mixture of plan 
othe: which can be 


sented as a gland tonic 


skin) preparations, 
ducing girdles and many 
products. (See “Guaranteed.”) 


Revolutionary—banned when used which acts as a tonic f u 
in connection with a treatment o1 skin.” 
preparation without novel o1 Claim that product was “an ey 
distinctive characteristics or ele- lash tonic” also banned ty 
ments ulation 02244. 
Rupture—banned with reference to Urie Acid—Advertiser: “Excess ul 


device acid aggravates 


(a) “Can you really rheumatism.” 
rupture. Yes uric acid in the system d 


Oe WFBL 


FOR CENTRAL NEW YORK 
5000 watts CBS 


SYRACUSE 
FREE & PETERS, INC. 


“ Exclusive National Representatives 


causes or 


overcom 


tobacco” discon 


which restore 


truthfully | e 


e 


“reduces the amount of per- 


“completely masks or counter- 
acts objectionable body odors.” 


s 


o 
4 


Tonics are qualified according to 
cn 
Med cal 


F.T.C.:  “Fxcess 
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il 


use or aggravate most rheuma- 
tism.”’ 

vitalizer—banned with reference to 
ir preparation and with refer- 

nee to electrical device. 

Vit nins—claims regarding must be 
de with great care. Among as- 
tions that have been banned 
e the following: 

That Vitamin E is “the vital- 
ty vitamin.” 
) That a preparation is “the 
vitamin laxative.” 
) That vitamin deficiency 
‘auses loss of charm, pep. vigor, 
ittraction and physical and 
mental efficiency. 

“Of all the elements discov- 
ered by science none is so vital 
is Vitamin E.” 

(e) “Many doctors 
B the key, vitamin.’ 

(f) .That "exter nal applications of 
an alleged «vitamin preparation 
will affect health. 

(g) That use of preparation will 
result in “sparkling eyes, lus- 
trous hair, lovely complexion, 
and peppy disposition.” 

Vivifier—claim that skin prepara- 

on is a vivifier banned. 

Wrinkles—claim that cosmetic will 

remove or prevent, ordered dis- 

continued in a number of. in- 
tances; also, with regard to mas- 
ige device. 

Yeast—representations discontinued 

y stipulation in leading case: 

1) “It will rid one of pimples.” 

(b) “will make pimples go.” 

(c) “will clear skin irritants out 
of the blood.” 

(d) “make skin clear 
healthy.” 

(e) “will cure or prevent consti- 
pation, bad breath, etc.” 


hi ive called 


and 


Col. R. C. Patterson 
Named to Bond Post 


Col. Richard C. Patterson, Jr., 
chairman of Radio-Keith-Orpheum 


Corporation, has been appointed 
chairman of the defense savings 
committee of New York State by 


Secretary of the 
thau. 

He will be on loan from R-K-O 
for the duration of the emergency, 
and will give his full time to the 
defense bond and stamp drive 


Publishes Booklet 

Albert Frank - Guenther Law, 
New York, has published a booklet 
for distribution to bank advertising 
executives, entitled “Formula for 
Successful Bank Advertising.” Writ- 
ten by David M. Wall, author of 
“New Business Development fo: 
Banks and Trust Companies,” it 
defines five basic principles con- 
tained in successful bank advertis- 
ing. 


Treasury Morgen- 


McComb Joins Prange 


John S. McComb, for the past 13 
years sales promotion and adver- 
tising manager of Thomas Kilpat- 
rick & Co., Omaha, has been named 
advertising manager for H. C 
Prange Company, Sheboygan, Wis. 


Joins “Outdoor Life” 
Edward G. Kelly, formerly on 
the sales staff of Coronet, New 
York, has joined the Eastern adver- 
ising staff of Outdoor Life, New 


Yor! 


The JOU “kta Yes 


es 


ee 


With Over 52,000. 
Daily Circulation. ‘s 


Sioux City leads every city In in 
the state as a wholesale city. 
Ranks eighth in the stock- 
ced ‘eee In the United 


1940 it eaaet the aan 
Percentage of gain in livestock 
ay in the entire — 


/ eee ¢ 

“tera Advertising Representative of The Jearnal 

NOE, ROTHENBURG & JANN 

Now York - Chicago - Detroit - Sen Franson 
se 


Cress snd Cpasstere of Stites S8C9 : 
Power: 5,000 Day and Night : 


THE “H 


in O 


Here in Oklahoma 


Coverace 
RSHIP 


JNPLU ENG 


bulk 


. Where the ot the 


buying population is in the non - metropolitan 


markets 
first consideration. 


In the 23 Oklahoma 


.. the locally - published dailies merit 


counties covered by the 


Southwest Dailies group, the circulation of these 
papers EXCEEDS that of any metropolitan news- 


paper by 50,287. 


And in their own towns these 


newspapers have a family coverage of 76.24% 


It is generally agreed that the smaller dailies are 
more closely read than the metropolitan dailies. 


All the news is important news in the ° 


daily. 


‘home” 


This editorial interest sweeps right over 


big-city paper even a full page may casily be 


O*\ crlooked. 


The Southwest Dailies newspapers provide the 
coverage, readership and influence which together 
spell RESULTS in advertising’ 


WHERE IS 
IN 


No, it’s not in the largest cities. 
per cent of the urban population lives in. cities 
the size of the Southwest Dailies cities. 


THE 
OKL 


URBAN MARKIE 
\HOMA? 


More than 63 


into the advertising columns. 


Consider visibility, too! In the smaller paper your 


The Southwest Dailies group gives vou volume 
circulation, ves! But ever so more important, this 
group of “home” dailies gives you ACTION cir- 


500-line copy stands out. 


HIT HOME--- WITH THE “HOME” DAILIES OF OKLAHOMAI 


SouTHWEST Daities 


NEW YORK ¢ CHICAGO ¢ DETROIT * MEMPHIS © OKLAHOMA CITY _ 


ALTUS Times-Democrat (ES) 
ALVA Review -Courier (ES) 
ANADARKO News (ES) 
CLAREMORE Messenger (MS) 
CLINTON News (ES) 
CUSHING Citizen (ES) 
DUNCAN Banner (ES) 
DURANT Democrat (ES) 
ELK CITY News (ES) 

EL RENO Tribune (ES) 
FREDERICK Leader (E) 
HENRYETTA Free Lance(ES) 


. Whereas in a bulky, 


HOBART Democrat-Chief (ES) 
HOLDENVILLE News (ES) 
LAWTON Constitution (ES) 
MANGUM Srar (ES) 
NORMAN Transcript (ES) 
NOW ATA Star (ES) 
OKEMAH Leader (ES) 
PAULS VALLEY Democrat(E) 
PERRY Journal (E) 
SEMINOLE Producer (ES) 
VINITA Journal (E) 


culation .. 


, plus ctlective cooperation! 


OKLAHOMA 


ZONES OF 
INFLUENCE 
OF THE 
SOUTHW EST 
DAILIES 
GROUP 


City zones 
Counties. 


Trade Arcas_- 


1940 GROUP POPULATION 


164,731 hans 
652,559 safest 
nealead 939,033 = 
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3,500,000 families spend $4,500,000,000.00 annually at retail in the 
Chicago market. Here is eleven |per cent of the country’s total retail sales—a 
concentrated, easily accessible volume which 
invites and rewards the special attention of 
manufacturers determined to step up their 
sales. Is your promotion here geared up to 
get your share of this volume? 


Thru a single medium- the Chicago Tribune you can intensify distribu- 
tion and increase consumer sales in America’s great central market at 
one low advertising cost. You can give your salesmen and dealers in this 
vital sales area the localized selling pressure they want. 

The Tribune is the home town newspaper not only of Chicago but of 
hundreds of cities and towns adjacent to Chicago. No other medium has 
the breadth and penetration of coverage of this market. None has the day-in 
and day-out intensity of reader interest and selling effectiveness. 

When vou use the Tribune vou give your advertising all-income, tull 
market circulation. You hook it into the dynamic qualities which make the 
Tribune the most talked about newspaper in America. You place it in a 


DOMINANT COVERAGE OF METROPOLITAN 
CHICAGO PLUS INTENSIVE COVERAGE OF 
THE $4,500,000,000.00 CHICAGO TERRI- 
TORY—AT ONE LOW COST IN THE TRIBUNE! 


Here's what the Tribune gives you: 

An active, interested readership of over 1,000,000 net paid circula- 
tion every day of the week. 

The equivalent of 66% daily coverage and 62% Sunday coverage of 
metropolitan Chicago. More net paid daily circulation in Chicago 
and suburbs and more on Sunday than delivered by any two other 
Chicago newspapers. 

In 704 cities and towns of over 1,000 population throughout the 
Chicago territory, Tribune circulation on weekdays delivers the 
equivalent of 46% coverage of all families. And on Sunday, 51%— 
greater coverage than any other Chicago newspaper has of metro- 
politan Chicago. 


sales proved medium that leads all other media in this great market in 
volume of advertising and in case histories of successful campaigns. 

or the most effective presentation of your product, the Tribune ts the 
only medium which offers you your choice of advertising in black-and-white, 
new sprint color, com color, sepia roto and colorotogra\ ure. 

When vou can have more, why take less? By concentrating in the Tribune, 
vou can open distribution, quickly and at low cost or increase your 
present share of Chicago’s tremendous buying. Get the facts which show 


why the Tribune can enable you to sell more at lower cost in the Chicago 


territory than anv other medium or combination of media. 
Tribune rates per 100,000 circulation are among the lowest in America. 


TRIBUNE LEAD IN LINAGE OVER NEXT CHICAGO NEWSPAPER 


Total | General Retail Dept. Store 
Advertising | Advertising Advertising Advertising 
== SS eee 
1932 1940 | 1932 1940 | 1932-1940 | 1932 1940 
20% 73% | 23% 52% 6% 679 go7* 720, 
* Lead of another new 
paper over the Tribune 
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ADVERTISING AGE 


July 28, 194; 


High Readership 
Shown by Eye Camera 


To the Editor: In February you 
reviewed our spring Hickory Foun- 
dation advertising plans in ADVER- 
TISING AGE. The same combination 
you described as “eye-filling color 
and eye-popping cuties” will be re- 
peated this Fall. Magazines include 
Glamour, Mademoiselle, Movie & 
Radio Guide, The New Yorker, 
Screen Guide, You, Your Charm 
and Vogue. 


Reaction of buyer and consumer 


alike indicates that 
is one of the most 
have ever employed. We feel cer- 
tain that Hickory fall 1941 maga- 
zine advertisements will continue to 
dominate the pages of the publica- 
tions on which they appear. 

Recent tests made by Look’s eye 
camera indicate that Hickory ad- 
vertising has an extraordinarily 
high “Eye Q.” 

Tests were made by Look’s visual 
research laboratories using their 
portable eye - movement camera 
set-up in a private booth in Younk- 
er’s department store, Des Moines, 
la. Women were selected from gen- 
eral traffic through the store—none 
knew nor were told the purpose of 
the test or what material would be 
seen. Each woman was permitted 
to go completely through the maga- 
zine in which the Hickory color ad 
had been inserted, spending as 
much or as little time on each page 
as she desired. The conditions un- 
der which the tests were made ap- 
proximated that of a reader picking 
up a new magazine and casually 
thumbing through its pages for the 
first time. 

But this casual “thumbing 
through” revealed that the Hickory 
Foundation advertisement had been 
seen and had had some time spent 
on it by every person tested giving 
the ad 100 per cent visibility; and 
80 per cent of these tested had seen 
illustration, trademark, headline and 
copy. Look reported that “The 
Hickory Foundation layout favor- 
ably impressed women who devoted 
31 per cent to it of all time spent on 
the two page spread. This is un- 
usually high (on the basis of previ- 
ous comprehensive testing) for an 
ad this size and in this position.” 

Enclosed are two charts made 
from material with which Look sup- 
plied us. They are typical of reac- 
tions of the women tested. 

J. E. FLerscu, 

Advertising Manager, A. Stein 

& Co., Chicago. 
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Rebroadcasts in South 
America Set Right 


To the Editor: I have read your 
very interesting issue of July 14 and 
there is one point which I believe is 
not wholly accurate. On page 29, in 
the continuation of your article on 
Latin America, the concluding 
paragraph reads: 

“For the first time American 
short wave programs will be picked 
up by South American stations and 
rebroadcast on their regular wave 
lengths.” 

The fact of the matter is that 
American short wave programs of 
a sustaining character have been re- 
broadcast in Latin America for a 
number of years and are currently 
being carried by most of the impor- 
tant stations in Central and South 
America and the West Indies. A 
case in point was the May 27 speech 
of President Roosevelt, which NBC 
broadcast in Spanish over its two 
50,000 watt transmitters, WRCA 
and WNBI. This speech was picked 
up and rebroadcast by 85 stations. 
Commercially, the first major com- 
mercial broadcast that was rebroad- 
cast in Latin-America was the 
Louis-Godoy fight on February 9th, 
1940 This was rebroadcast over 
130 stations. As a regular commer- 
mercial feature, the Texas Company 
sponsored broadcasts of the Metro- 
politan Opera, in Spanish, over 
NBC’s short wave stations, and 
these programs were rebroadcast by 
over 25 local stations between Ha- 
vana and Montevideo. Currently, 


this technique 
successful we 


Voice of the Advertiser 


This department is a reader’s forum. 


Letters are welcome. 


CAMERA GIVES HICKORY AD HIGH "EYE 9" 


LOOK TAKES WO Gms A — OT BP 


22 


VAC PION » HOLLYWOOD 
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Typical of the reactions of women tested is this chart showing how the eye of 
one interested reader took in the illustrations and copy on these two pages from 


Look. The Hickory foundation layout 


won an unusually high rating by the 


magazine's eye camera. 


the program of the Standard Oil 
Company of New Jersey, which is 
broadcast four times weekly, is be- 
ing rebroadcast over 14 local 
tions. 

I believe that the above will lead 
you to share my opinion that your 
story is not altogether correct 

S. F. WoopbeE.Lt, 

Sales Manager, International 

Division, National Broadcasting 

Company, New York 


sta- 
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Praises Ad Forecast 

To the Editor: I have just read 
with a great deal of interest 
very interesting and encouraging 
article in ADVERTISING AGE on the 
advertising outlook for the second 
half of 1941. 

My congratulations to your edi- 
torial staff. 


youl 


PHILIP KOBBE, 
Philip Kobbe, Inc., New York. 
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Asks Survey Copy 


To the Editor: We were most in- 
terested to read your article headed 
“Best Copy of 2-Year ANPA News- 
paper Study Analyzed,” and we are 
wondering if it would be possible 
for you to procure for us a copy 
of the survey referred to. As we 
should be interested to see this re- 
port as soon as possible, we should 
be glad if you could forward it 
to us. 


v 


STANHOPE SHELTON, 

Mather & Crowther, Ltd., Bret- 

tenham House, London. 

| Editor’s Note: Apverrisinc AGE 
does not have copies of the com- 
prehensive study for distribution, 
but has forwarded Mr. Shelton’s 
request to the ANPA Bureau of 
Advertising, New York, which com- 
piled the work.] 


vs o/.= 


Family Resemblance 


Features New Cartons 

To the Editor: Recently adopted 
designs for Super-X and Xpert 
shell cartons by the Western Car- 
tridge Company, East Alton, IIl., 
make use of the family resemblance 
method of tying all the company’s 
packages together. Related design, 
type and were used by the 
Gardner - Richardson Company, 
Middletown, ©O., manufacturer of 
Western's boxes, to accomplish this 
purpose. 

The new package design is sim- 
plified to give a modern, bolder and 
more solidly colored effect. Family 
resemblance is maintained, yet 
these new designs differ sufficiently 
from the other cartons to allow one 
brand to be recognized over the 
others on the retailer’s shelf—even 
on a shelf in a dark section of the 
store. 

Product identity is maintained in 
design First prominence in 
the design is given to product name, 
second prominence to nature of 
product 

Western Cartridge maintains that 
the new bright vellow, red and blue 


color 


each 


colors printed on Lithwite carton 
board give greater display and 
attention value to mass store and 


window displays. There is suffi- 
cient contrast with the other retail 
merchandise on display to. give 
quick identity to the Western prod- 
ucts Regardless of the direction 
or angle from which the display is 
approached, panel has a 
“poster” effect, and brand name is 
registered with the prospective cus- 
tomer when the display falls within 
his view 
Western's 
through 


each 


products are sold 
wholesale channels _ to 
hardware, sporting goods and mis- 


cellaneous _ stores. Merchandising 


aids include transfers, cuts and 
slides, and the use of advertising 
in sporting magazines, farm jour- 


nals and numerous trade papers. 
ALAN D. CROWLEY, 
Director of Advertising, Gard- 
ner-Richardson Company, Mid- 
dletown, O. 
v v v 


Bubble Baths 


To the Editor: 
of ADVERTISING 


The current issue 
AGE has already 
reached my desk and I want to 
thank you most sincerely for the 
article you wrote on the subject of 
the Luxor consumer jury. We 
appreciate your interest. 

There is a minor point in your 
story which might cause you some 
kidding from cosmetic people. It's 
where you refer to “bubble bath 


soap.” This is a chemical impossi- 
bility. When soap hits a tub full 
of bubbles the bubbles, like the 
Arabs, fold up and silently steal 
away. The idea behind the bath 
of bubbles, is to sit in them and 


relax for a while. They soften the 
water and the gentle action of bub- 
bles does tend to help relax a ner- 
vous tired body. Another’ point 
about using bubbles is that they 
prevent a ring around the tub. So 
endeth the session on bubbles! 
Thanks again for a swell story. 
EDYTHE BRIGHT, 
Luxor Limited, Chicago 
v ’ v 


Asks Clarification 
of Word “Research” 

To the Editor: We have noticed 
with a great deal of interest the 
article by Mr. Harry Hibschman on 
forbidden terms used in advertising 

We feel that this is a very valu- 
able contribution to advertising 
agency procedure and_ sincerely 
hope that you will reproduce these 
in some permanent way for regular 
use 

In conjunction with the article 
just published we note that the 
word frowned upon 
Certainly this does not apply to a 
corporation whose primary 
is research 


“research” is 


purpose 
Your definition doesn’t 
seem quite clear on that subject 
C. A. MACDONALD, 
President, MacDonald - Cook 
Company, South Bend, Ind 
{Editor’s Note: The 
search” 


word “re- 


may be used in connection 
with an organization whose primary 


purpose is research. The usage 
which Mr. Hibschman says the FTC 
objected to was in connection with 
an organization which professed to 
be a research organization and yet 
actually did no research and had no 
adequate facilities for doing re- 
search. Generally speaking, as Mr 
Hibschman has pointed out, a word 
or phrase can be used without diffi- 
culty just so long as it does not mis- 
interpret or mislead and there can 
be no misinterpretation if the word 
is used truthfully. | 
. ¢ @ 


Shell Finds Real 


} 


Art Appreciation 

To the Editor: During his cur- 
rent trip here to work with us on 
our advertising problems, Porter 
Leach suggested that you might 
like to have a set of our art repro- 


|}ductions illustrating our current 
outdoor advertising campaign de- 
|picting famous places to visit in 


Canada. 

In order to help the government 
in selling Canada to the tourists, 
we inaugurated a campaign last 
year showing Canadian beauty 
spots and how to reach them. This 
campaign followed up our “World 
Experience in Every Gallon” series 
which proved of such interest to 
the public, colleges, high schools, 
clubs and libraries. 


_—— 

We have already received 
many requests for copies of 
new advertising that we decided ; 
have full color art reproduction 
made up that would be suitable fo, 
framing. These are furnished 
colleges, art schools, high sche 
clubs, libraries, and a few im; 
tant individuals, with our com; 
ments, and these, together with 
current advertising have alre 
brought us a considerable amo 
of public goodwill. 

In some cases we have bi 
asked for copies of our full 
posters illustrating these and ot} 
scenes for use as color murals 
club rooms, army quarters a 
even for private home recreation 
rooms. When used this way sin 
lar to photomural wall-paper a: 
then varnished and “framed with 
narrow moulding, they are e». 
tremely colorful and attractive 

It certainly has proved to us tl 
the public likes and wants better ; 
in advertising and our present cam- 
paign is going a long way in helpi 
us to establish a better understan 
ing and appreciation of good adve - 
tising and has certainly helped 
materially in our public relatio 
approach for consumer goodwill 

C. W. CHAMBERLIN, 

Advertising Manager, Shell Oi! 

Company of Canada, _ Ltd., 

Toronto. 


SO 
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h) GOAT 


'O railroad could operate without the little 
1V switch engines called “yard goats.’ These 
hustling locomotives make up crack flyers, line 
up commuter trains, assemble long freights, 
get cars to yards, sidings and piers. 


No food advertising program could get sales 
volume without reaching active housewives. 
These meal planners and homemakers are 
busy purchasing agents for families. They 
form the contact between grocery store and 
home. Millions of these food-product movers 
are customers at self-service stores, which ring 
up one out of every three U. S. food dollars. 


In self-service stores the influence of special 
displays and store personnel is negligible. 
Housewife-shoppers here are ‘Eye-Buyers.” 
To influence point-of-sale selections, you must 
reach their eyes before they enter stores. 


The Family Circle is the direct, economical 
frequent way to reach these housewife-shor 
pers. Each week, 1,400,000 of 1,6000,000 copie: 
reach self-service customers. 


The 


Family Circle Magazine 


“THE BEELINE TO THE BUYLINE” 


NEW YORK bd 


CHICAGO ° 


SAN FRANCISCO 
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July 28, 1941 ADVERTISING AGE 
——_—mc— i yet has been barely tapped,” Gen. likely to be over in a hurry. We KIRO Starts Drive 
1 7 Fleming asserts that “it becomes are not enlisted for a 50-yard dash; “ae S : 
The Business Digest mening = mes | are net enlisted for e 80-yard dash; | 4.11. seme Besttle, has started 
clear that the problem is not truly in actuality we are enrolled for a a campaign in 19 dailies in 16 
Significant Developments in Trade and Industry as one of lengthening the straight-time Marathon. That we have on the Washington cities. and three dailies 
Reported by the Business Press work week for those already em- Ways today battleships that can- jn Alaska, to proclaim its newly 
ployed. Instead, the problem is one not possibly be commissioned be- expanded power to 50,000 watts. 
—— Edited by RALPH O. McGRAW. of training additional workers. fore 1945 is recognition of that Advertisements are in cartoon form, 
- A oo Ta ‘ S eo “urtis 124C and tell of KIRO’s new power and 
Oil Demand Heavy in of eee workmen, if we had Ph Dapaasiage. A nd — "A wank Heal . superior programs The campaign 
First Half of 1941 plenty of time to build our defenses, more remains to be done along this Swank Plans Campaign p Boos geok aod gh eine) —— a 
j The annual race between oil sup- if our national debt and our tax line Swank Products, Inc., Attleboro, major Oeten o.. fe y Pe m. 
ly and demand placed demand | !0ads were so light that we could «the Wage -Hour law, which Mass., will promote its men’s jew- atid earn 
a in the lead at the halfway |@fford a little extravagance in the maxes overtime more expensive elry in an extensive fall advertising 
; mark of 1941, H. J. Struth, petro- | name of sentiment. than straight time, stimulates the campaign in Christian Science Mon- 
” leu economist, reveals in an an- “But none of these things is so,” training program. If the overtime "OP, Collier's, Esquire, Good House- ' 
‘ alysis of the petroleum industry |he declared. “There is more work provision were relaxed, the inev- keeping, Ladies’ Home Journal, 
published in the annual number of| to be done than ever seemed pos- jtable result would be’ that we Liberty, Life, Mademoiselle, The 


\ s ee » . ye 
The Petroleum Engineer just issued.| sible a year ago. Skilled labor is should exhaust our present supply va ies teumeitie tae 
Stocks of gasoline at the beginning] scarce. Time is more precious than | of skilled labor by working it long nine papers will also be used 
of the heavy summer motoring) anything else in the world. And hours without making adequate ' 
season were 12 per cent below the/our debt and taxes are a heavy provision for its replacement at a To Edit Gas Book 


leve! of last year. A year ago, gasO-| burden. In the face of these facts, later time when our situation may : ; 

line stocks constituted 48.2 days’| anyone who thinks he should penal- be far more critical than it is to- Justus M. Krappe, forme! sist 

supply whereas today’s stocks are |ize work weeks longer than 40 day. It is indispensible that we ee cee pk agg ngethee 

equivalent to but 42.6 days of sup-| hours is living in a dream world, | should have a competent worker a. aedl at Uediade aaiiian Honus, : A c t C 
ply. Although refinery production, | completely unconnected with the | prepared to step into every vacancy Ine Los Angeles, to serve as techni- at ‘ oe 
imports, and storage carry-over in| realities of the world of 1941.” that occurs by reason of death, re- 6a] editor of the handbook “Butane- * GO ‘CINC : 

the first half of 1941 constituted an Pointing to “that huge reservoir tirement, the draft, or sickness, The Propane Gases,” to be released about O DG 
" 99 


increase in gasoline supply of 22,-| of potential labor supply which as emergency this nation faces is not Dec. 1. 


000.000 bbl. over the same period of 
Covers an area of 
185,288 square miles, 


last year, domestic consumption and 
containing more than 
Strut ints out that produc- , . 
M S ru “ _ / 0 1 P oC Kilocycles Sig ee, ae 700,000 radio homes. 
+ tion of that state in the first half 


Although Illinois has been a fac- 5000 Wetts 
tor of major importance in the Day and Night 
shifting of markets for crude oil, 590 


exports for the current half year 
showed an increase over last year Wow 

of 29,000,000 bbl. 

of this year showed a net decline 

of more than 13,000,000 bbl. from 

last year, This, the economist says, Vol. 1 — No. 6 OMAHA - GREAT PLAINS MARKET BULLETIN OMAHA, NEBRASKA 
is the soundest argument in favor 


of conservation. With reserves in 


Illinois computed at 315,000,000 bbl., 
production of that state in 1940 ag- 
gregated nearly 147,000,000 bbl. At 


this rate, Illinois produced 466 bbl 


of oil for each 1000 bbl. of proved » | » | 
reserves underground. Texas, with 
more than 10,.500,000.000 bbl. of re- y 


serves, produced only 46 bbl. of oil 
for each 1000 bbl. of underground 


. sedi - men . fast Pos i . a ‘¢ 2a orn us in’, oc € 9 d C d 
calif i s the leaders! j 7 
ae oe cee a tae arbl Sports Interest 
] Gets a Big Play--Builds Audience 


serves available per producing well, 
vith total proved reserves of 2,291,- 
7 a at "adie ceamueninn oa pene Fe 
cee ‘Sieniew tlle edeced oieee, x “Mix ‘em up, and get ‘em all... every day in the year!’ 
Louisiana third, Texas fourth. That's WOW's sports coverage polic y...and it pays in two 
oa aa _ b> aay seg rt ways. One, loyal audience tor WOW. Two, dividends to every 
eS ee WOW advertiser. 
proved oil reserves and has twice In the last few months WOW has aired special sports pro- 
as much unproduced -_ as oe a grams covering TWENTY-NINE different sports — every- 
7 a a thing from table-tennis to horse-shoe pitching to Deuces Wild. 
In the same period, fifty “big names” . . . Bobby Feller, 
Tony Galento, “Biff” Jones and many others have faced 
WOW’'s sports microphones. 
These year ‘round sportscast periods by WOW’s Tom 
Dailey, give fans the complete coverage they want . . . and 
that’s what they want! They take sports seriously in WOW- 
land. Five thousand yelling, screaming fans attend a single 
Hockey game in Omaha... 10,000 a single day at Ak-Sar-Ben’s 
: non-profit horse races. 15,000 Nebraskans 
journeyed 3,500 miles to see their Corn- 
huskers battle Stanford's T Formation in 
the Rose Bowl New Year's day .. . And 
now, as the National Amateur at the Oma- 
ha Field Club approaches, golf fever is at 
its peak. 


Debate Relaxing Overtime 
Provision of Wage-Hour Act 
The overtime provision of the 
Wage-Hour Act should be relaxed, 
says W. T. Piper, president, Piper 
Aircraft Corporation, world’s larg- 
est producer of light airplanes, in 
1 debate in print in the July issue 
if Modern Industry. No, says Gen- 
ral Phillip B. Fleming, admin- 
strator, Wage & Hour Division, 
U. S. Department of Labor. 
As part of his argument, Mr. 
Piper says: “The Wage-Hour Act 
nd its 40-hour week might be all _— 
ght if we were still in a share- 
e-work era, if there were plenty 


SAMMY = JOMNNY 
SNEAD GoopmaN 
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the relaxation of entertainment all find the radio diet they 


WIC H ITA Biff Jones, Coach of Nebraska's Com. | Want at the WOW mark, 590 ke, on their dials. That's why F 4 
ne huskers, Visits with WOW’s Listeners listening to WOW all day long has become a habit OMAHA, NEBR ASKA al 


| What does this mean to all advertisers? 
It means that the medium that gives folks 
the service they want, gives every advertiser 


the audience he needs. 


‘| Amateur Golf Champions and Aquatic Stars Alike Interest You Can Dominate the 
Omaha Great Plains Market 
WITH 


the Omaha-Great Plains Audience 


Just One More Reason Why 
WOW Can Do the Job Alone! 


Sports fans, housewives, news-hungry listeners, folks seeking 


\ 


= 


KANSAS with radio families in the Omaha-Great Plains On the RED Network d a 
Write for WOW's market. That's why WOW reaches most listeners 590 ho - 5000 WATTS DAY & NIGHT oo 


| COMPREHENSIVE MAPS vom ln a one. WOW « JOHN J. GILLIN, JR, MGR = 
Call Any Edward Petry Office SURVEYS and CARTOGRAPHS at any given time. That's why, one, WOW can ea ldots, Codie: 
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114 Billion in 
oured Into 


Many 1929 Marks 
Already Passed; Others 
Will Fall Soon 


Chicago, July 24.—Houscwives 
were among the first to realize that 
there was some sort of business 
boom on in this second city of the 
United States. Their maids took to 
leaving with even greater fre- 
quency than before, and there were 
longer and longer periods before 
they found new ones. 

Then their husbands, who simply 
couldn't understand why the little 
woman always had so much trouble 


with her domestic help, suddenly 
discovered that office boys and 
stenographers and salesmen and 
clerks were a lot harder to find 


and to hold, and a full realization 
of what was happening = spread 
throughout the city. Chicago busi- 
ness and industry wasn’t on the 
upgrade it was booming. The 
classified columns grew longer and 
longer, and jobs of all kinds became 


efense 


harder and harder to fill, as plants, 
mills, factories, offices, wholesale 
and retail establishments expanded 
their cope with the 
flood of new business. 

In a little more than a_ year, 
defense business totaling a_ billion 
and a half has been dropped in the 
laps of Chicago industries. 
The Chicago Association of Com- 
merce score on defense shows 2,929 
national defense contracts totaling 
$728,827,000 awarded to 862 com- 
panies in the Chicago area since 
June, 1940, with $532,484,000 al- 
lotted for manufactured goods and 
$196,343,000 for the construction of 
defense facilities. In addition, the 
Association estimates that sub-con- 


operations to 


area 


tracts, industrial expansion pro- 
grams indirectly traceable to re- 
armament, and other orders’ on 
which no exact information § has 


been disclosed by the government, 
have added another $846,000,000 to 


Chicago business during the year. | 


And indications that there is no 
let-up in sight may be gathered 
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Orders 


icago Area 


from the fact that weekly records 
for the number of defense 
placed with companies in the Chi- 
cago area were shattered during 
the week ended July 12, when 142 


orders 


organizations were awarded = 197 
contracts. Of these companies, 43 
|had not previously received any 
defense orders. 


Orders Keep Coming 


Plants are being expanded, new 
plants are being constructed, and 
thousands of workers are being 
trained for the new jobs” which | 
| have so recently been created. Chi- | 


cago’s big new technical high | 
school, on the far south side, has 


just been taken over for the train- 

ing of defense workers during the 

summer. 
Chicago is able 


better to digest 


the heavy load of defense business 
than any other American city, 
Chicagoans point out, because its 


industrial area 


than 9,000 plants operating within 


HE 
ex - 


pansion \ 

of Chicago 

is directly 
traceable to 

the Chicago 
Surface Lines’ 
Street Car trans- 
portation. Daily 
traffic is over 


3,500,000. 


Chicago grew outward 
and spread with the advent 
of convenient transporta- 
tion. 


It was inevitable that 
trade should follow. 


Thus shopping centers came into 
being and today in Chicago we have 
85 outlying shopping centers {all of 
them built by and on Chicago Surface 
Lines’ streets) doing 43°, of Chicago's 
Leading into these shop- 
ping centers and from them into other 
shopping centers, Chicago has 616 principal 
shopping streets, which account 


retail business. 


85°, OF CHICAGO'S RETAIL TRADE 


All but 36 of these 616 shopping streets have (~™""™ 
street car transportation. 


A sionad TRANSITADS. 4, 


400 N. Michigan Ave. 


Wherever Street Cars 
went - - - population followed. 
retail 


Phone SUPerior 7227 


DOMINATE CHICAGO! 


for 


FIRM: 


Chicago 


advertisements. A 


A Street Car has an average of 25 


Chi- 


recent 


cago Sunday newspaper aver- 


aged 656 advertisements. 
These 656 ads all 


peted with each other— 


com- 


plus war hysteria and 
news—for reader at- 
tention. A 


car card offers you 


street 
a minimum of 


competitive 


distraction. 


WE'LL SEE YOUR REPRESENTATIVE 
ASK FOR MR. 


AGENCY: 


ADDRESS: 


a 


CHICAGO—NERVE CENTER OF MIDWEST DEFENSE 


"gga 


, A 
Py ape 


A Mainliner, one of the transport planes in the many fleets serving Chicago 
soars over the city's huge postoffice building and busy rail lines toward the 
recently enlarged Municipal Airport, one of the world's busiest transport centers 


handful of local enterprises for 


its 3,000 square miles—a_ business 
arsenal that accounts for eight per 
cent of the nation’s productive 


| capacity. 
is the most widely | 
diversified in the world, with more | 


Top U. S. County 


Cook County, in which Chicago 
is located, was the only county in 
the United States to reach the three 
billion dollar class in value of 
goods produced in 1939, according 
to the census of manufactures for 
that year. Its nearest competitors 
were Wayne County, Mich., of 
which Detroit is the center, with a 
total of $2,719,000,000 compared to 
Cook's $3,286,000,000, and New 
York County, with a total of 
$2,619,000,000. 

The tempo at which defense work 
is pouring into the Chicago area is 
evident from these figures for a 
the 
first year of defense—that is, from 
June 1, 1940, to May 31, 1941. 
Many of these figures are already 
out of date in certain particulars, 
but they give a good idea of what's 
going on: 


The Ingersoll Steel & Dise divi- | 
sion of Borg-Warner had govern- 
ment contracts of $15,700,000, and 
has expanded its factory 

Diamond T Motor Truck Com- 
pany received orders aggregating 
$58,800,000, mostly for  half-trac 
tractors, and has already under- 
gone three successive waves of 


plant expansion. 
Just a Sample 


International Harvester 
orders aggregating $24,000,000. 
Pettibone-Mulliken, which 
merly concentrated on 
equipment, was 


terial. 
Pullman Standard Car & Mfg. 
Company, with orders for $13,300,- 
000 of artillery components, is 
conditioning a_ freight car plant 
which had been abandoned several 
years ago. 
Revere Coppei 
an allotment of 
which $10,000,000 


re- 


and Brass, with 
$15,200,000, of 


was for a new 


plant, is building a huge new brass 
rolling mill in Chicago 

That’s just a minute sample. In 
its July bulletin the Association of 
Commerce reports that “so far this 
year 331 Chicago companies have 
authorized expenditures of $121,- 
827,000 for new plants. During the 
same period a year ago, total new 


plant investment here was $29,725,- 
000; in 1939 it was only $6,867,000." 
The 1941 figure is four times that 
of last and 20 times that of 
two years ago During June, 51 
local industries initiated plant ex- 
pansion programs estimated to cost 
$11,568,000. 


Much Other Activity 


year, 


And not all the activity has a 
direct connection with war mate- 
rials For example, General Bot- 
tles. Inc., local bottler and distribu- 
tor of Pepsi-Cola, is building a 


$200,000 plant; United Autographic 


for- | 
railroad | 
commissioned to | 
turn out $7,180,000 of artillery ma- | 


received | 


Register Company, printer of co: 
tinuous forms and registers a! 
business systems, is adding 

70,000 addition; Powers Regulat 
Company, making heat regulat 


valves, is putting $75,000 into 


new factory and office unit: W) 
liams Mfg. Company of Elgi 
maker of chiropractic tables a! 
plated items, is constructing 


$50,000 addition; and so on, almo 
endlessly. 

The effect of defense spending 
being felt either directly or ind 
rectly in almost every line of bus 
ness, with the result that high rat 
of activity are reported everywher: 
Employment is booming, and wor} 
ingmen who have been long idle « 
employed only part time are spenc 
ing freely to acquire or enjoy th 


things denied them when their pur- 


STEEL 


A workman at Carnegie-lilinois South 

Works, Chicago, signals the pouring of 

100 tons of white molten iron into en 

open hearth furnace to be converted 

into steel, one of the most vital of prod- 
ucts in the defense program. 


chasing power was at a low Ik 

Probably the most striking |! 
tration of the change taking | 
in Chicago is the shrinkage in! 


ber of families on relief. In June 
1941, the number had droppe 
64,285, reduction of more 


20,600, or nearly one-fourth 


the tigure for June, 1940 e 
over, the shrinkage in relief 
has been taking place at an el 


erated pace in recent months 
Car Sales Away Up 


The May employment inde. 1! 
Chicago manufacturing ind ries 
was 128.1, comparing with 10 
May. 1940. The payroll inde» fF 


— 


LATIN AMERICA 
MAILING LISTS 


Send for free catalog 


LATIN AMERICA LIST & 


INFORMATION SERVIC” 
NEW YORK 
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GIBBONS KNOWS CANADA 
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the month rose to 158.2 from 112 gers on scheduled flights, a new|companies, serving Chicago and | homes costing $23,655,125 on which for telephone service. On June 30 
in May of last year. peak, against 63,532 in the like nearby communities, showed a gain construction was started in the first 1.051.668 telephones were in use in 
other excellent illustration is month of 1940. of 18 per cent over the correspon- | half of 1940. Most of the new home Chicago, against 1,011,909 twelve 
the volume of new car = sales. Two accurate measuring sticks | ding 1940 week, and in the week building is taking place in the months earlier. 
New highs for Cook County were of trade and industrial activity are | ended July 5 the year-to-year gain suburbs, as is indicated by the sta- . , 
re ‘d in the first six months of bank debits and electric power pro- | was 18.7 per cent. tistics showing permits ‘for 3,675 Convention Attendance Up 
1941 when automobile registrations duction. Both of these show wide While consumers are spending homes valued at $24,742,448, against Attendance at conventions and 
sotoied 97,856 as compared with gains over 1940. Bank debits in heavily for automobiles and mer- 2,050 valued at $11,025,734 in Chi- trade shows has been heavy this 
71,298 in the similar 1940 period. June totaled $3,812,178,000 as com- | chandise, as witness the rise in the cago proper during the first half of year, promising to exceed that of 
The gain over the first half of the | pared with $2,914,129,000 in June,|Chicago Federal Reserve Bank’s 1941. 1940 which was the best in Chicago 
b year 1929 was 32,298. At)|}1940, while for the three months department store sales index to The total volume of new con- history except for 1933 when the 
the same time, the Chicago Surface | ended with June 30 the total was! 1206 for May from 105 a year struction in Chicago and its 87 Century of Progress attracted mil- 
Lines carried 60,348,067 passengers | $10,854,003,000 against $9,148,692,- | earlier. they also are spending for suburban towns amounted to $62,- lions of visitors. At the trade shows 
n May, an increase of 1,680,107 | 000 for the corresponding quarter | new homes. 000,000 during the six months to buyers are placing orders on a large 
the same month a year a0, | of 1940. June 30, an increase of $20,638,000 scale in order to replenish shelves 


! ther local transportation sys- 
tens report similar increases. 

ong the more — spectacular 
defense developments in the city is 
the construction, now almost com- 
pleted, of a $41,000,000 aircraft 
ene ne plant by the Buick Motor 
Division of General Motors. 
has a contract for some $188,000,- 
000 in aircraft engines and parts. 
Another automobile manufacturer, 
the Studebaker Corporation, is 


bui'ding a plant in Chicago for the | 


manufacture of aircraft engine 
; to be assembled into complete 
motors at South Bend, Ind. 

ie largest single development 
is ‘he huge gunpowder and _ shell 
loading plant, also nearing comple- 
( near Elwood, Ill. More than 
$50.000,000 is being expended by 
the government for the construction 
if this project 


An Unending Variety 


ther Chicago area manufac- 
turers are turning out an unending 
riety of material for defense, 
neluding steel, combat tanks, 
irmored cars and trucks, carriages 
fo 155 mm. field guns, Diesel 
engines for tanks, shell casings, 
airplane parts, tractors, cam- 
‘ras, telescopes, telephone equip- 
ment, shell forgings, canned food, 
valves and pipe fittings, watches, 
irtilery instruments, gloves, slide 
furniture, pneumatic tools, 
hydraulic pumps, transformers, 
band saws, spraying equipment, 
ind so on ad infinitum. 
Twenty-four hours a day the big 
steel mills from South Chicago to 
Gary are turning out steel at the 
nighest rate in history. Mills in 
the Chicago area are the second 
largest producers in the country 
with an annual capacity of more 
than 15,000,000 tons, and every 
plant is being pushed to the limit 
to turn out one of the most essential 
materials in defense. 
Transportation facilities are being 
taxed to handle the outpouring of 
goods. During 1940 an average of 
6,300 freight cars were loaded daily 
in Chicago, and the present much 
higher volume is making good use 
of the 7,850 miles of railroad track 
in the Chicago industrial area. In 
addition to the 22 trunk lines enter- 
ing the city there are 15 belt and 


fuses, 


, 
ruies, 


terminal railroads serving it. 

Water, Air Records Fall 
Every available vessel is being 
pressed into service to carry the 


mounting volume of traffic to and 
from Chicago’s lake ports, and a 
popular excursion steamer has been 
emoved from service because the 
rew was needed for more impor- 
‘ant work. Leke traffic in the Chi- 
ago district during 1940 totaled 
46,500,000 tons, in addition to which 
here were 7,000,000 tons carried by 
‘he Illinois waterway. 


At the Chicago Municipal Air- 
rt new records are being estab- 
shed regularly June saw 74,501 


Tivals and departures of passen- 


AAP] COPY SERVICE CO. 

*123 N. Wacker Drive... CHICAGO 
©415 Lexington Ave. .. NEW YORK 

* } inth-Chester Bldg. . . CLEVELAND 


Buick | 


Electric power production is run- 
jning far ahead of 1940, with a ten- 
dency for the margin to widen in 


Building in Huge Upsurge 


From January to June, inclusive, 


or 20 per cent, as compared with 
the like 1940 period. The suburban 


made bare by the rising consumer 
buying 


5,725 new homes were ‘started in regions accounted for $36,699,714, One of the determining factors 
recent weeks In the week ended Chicago and its suburbs, and the) or 59 per cent of the aggregate. in the choice of Chicago as the site 
June 28 the electricity output of the total value was estimated at $35,- Increasing prosperity brought of Buick’s and Studebaker’s new 
|}Commonwealth Edison group of 768,182. This compared with 3,922 with it a sharp rise in the demand aircraft engine plants was the 

_— eee? . 


There was a time, not so long ago, 
When a pay-day in June was a rare 


occasion for a great many Chicago 


families -but) not) any 


production in the Chicago area this 
June was booming with the 


dustrial power of America’s colossus 


of The West. 


And as production spirals upward, 


the 700.000 and 
supply the bulk 
skilled 


with a rarity of 


workers are not 


pay-days. 


the figures for the six months end- 
ing this June show that not only 


employment up 16.85; 


have increased some 20.95. . 


More workers 


is an infallible formula for increased 


Alert 


retail sales. 


nore, 


more families who 


bothered 


but payrolls 


vertising. = For 


full in- 


and newspapers are less costly and 


more effective 


of skilled and un- 


In fact 


Is 


est cost. 


getting more pay 


advertisers will 


be going after their share of this in- 


creased business in America’s largest 


market this fall. 


R.J. BIDWELL 
SAN FRANCISCO 


The spearhead of the most success- 
ful campaign will be newspaper ad- 
hewspapers 
reach these many thousands of buy- 
ing families every day. 
have the power to concentrate in the 


market where the buying is done 


because 
ing families are used to buying from 


newspaper advertising. 


The TIMES, the evening news- 


paper with the largest circulation in 


tional advertiser the 


of reaching these people at the low- 


‘THE 


alone 


Newspapers 


these work- 


Chicago and suburbs, offers the na- 


hest opportunity 


CITY and SUBURBAN 


of Chicago Evening Papers 
based on A.B.C. Publishers’ 
Statements for 6-month pe- 
riod ending March 31, 1941. 


THE TIMES 412,168 
NEWS 
HER. AMER. 


CIRCULATIONS 


408,285 
408,146 


CHICAGO'S P 


TIMES 


ml 
CTURE NEWSPAPER 


NATIONAL REPRESENTATIVES 


NEW YORK 


SAW YER-FERGUSON-WALKER CO, 
DETROIT CHICAGO 


N. ANGIER 
ATLANTA 
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availability of skilled workmen. 
Much of the credit for the city’s 
large pool of skilled labor goes to 
the school system with its outstand- 
ing technical high schools and trade 
schools. Recently the city com- 
pleted a most important addition to 
its technical training facilities, a 
new vocational school capable of 
handling 6,000 full time students. 
The first students to be enrolled are 
a group of men from the United 
States Navy who are being given 
special training. Another of the 
city’s educational institutions, the 
Illinois Institute of Technology, is 
conducting the nation’s largest pro- 
gram for the training of engineers 
for defense work. 


A Quick Picture 


Here’s a statistical summary for 
May of this year compared with 
May of last yvear, which gives a 
quick picture of what has happened 
in 12 months: 

New building contracts (cost) up 
36 per cent. 


Factory payrolls, up 41 per cent 

Telephones in service, up 3!'2 per 
cent. 

Electric power 
ll'» per cent. 

New automobile registrations, up 
48 per cent. 

Pig iron 
cent. 


production, up 


production, up 49 per 


Bank clearings, up 10'2 per cent. | 


Carloadings, up 21 per cent. 


we 


CHROMART 


Print from Kodachrome 


fm) 
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The ultimate in copy for proce 
plate work! e Can be retouched as de- 
sired and fitted into art work. @ Gives 
new reproduction perfection — stops 
all technical alibis. e Captures Koda- 
chrome’s full richness — price $38.00 
up—reduces plate cost— Investigate! 


= 

. PHOTOCHROME 
= COLORPRINT LABORATORY 
. 837 N. Fairfax, Hollywood ’ 
: “Overnight by Plane” 
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WINDOWLESS PLANT ADDS TO CHICAGO DEFENSE ACTIVITIES 


One of three plants being built by Studebaker Corporation is the Chicago plant for the manufacturing of precision parts 


for Wright airplane engines. 


feet of floor space. 


The windowless one-floor main building, plus auxiliary structures, will contain 600,000 square 


Redmond Joins Mutual 


Richard Redmond has joined the 
Mutual Broadcasting System, New 
York, as assistant to Robert A. 
Schmid, director of advertising and 
promotion. Mr. Redmond was for- 
merly sales promotion manager of 
William E. Rudge’s Sons, New 
York, and previously on the sales 
promotion staff of Columbia Broad- 
casting System. 


Joins Meyer Both 


H. Z. Heuston has joined the 
manufacturers’ advertising service 
division of Meyer Both Company, 


New York. He was formerly in the 
advertising department of Ameri- 
can Viscose Corporation, New York, 
and prior to that advertising man- 
ager of American Bemberg Cor- 
| poration, New York. 


'“Chronicle’’ Ups Mahar 
| Al F. Mahar, for the past 16 
years connected with the Gannett 
| newspapers, has been named adver- 
|tising manager of the Democrat 
and Chronicle, Rochester, N. Y. 


Iceland Paper to Powers 
Joshua B. Powers, New York, has 
of 


| been appointed representative 
In 


ithe newspaper Morgunbladid, 
Reykjavikur, Iceland. 


PAYROLLS ARE... 


SALES ARE... 


CIRCULATION IS. . 


RESULTS ARE . 


uP’ 


These four facts mean more business for you too if you 
tell your sales story in the Gazette. Here is a live paper 


which for more than thirty 


vears has been the leader in 


Schenectady in circulation and advertising linage and is 
still growing. June 1941 circulation totaled 27.859. Over 


9g? 


- of the Gazette's entire circulation is in the Schenee- 


tady trading area and the immediate adjacent territory 
of the prosperous Schoharie valley. It is the first choice 


of Schenectady’s most successful advertisers. 


To sell the 


Schenectady market you have only to sell the Gazette's 


readers, 


Write for further 


information today. 


SCHENECTADY GAZETTE 


Schenectady, N. Y. 
REYNOLDS - FITZGERALD, INC. 


National Representatives 
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FCC Postpones 
Monopoly Rules 
Until Sept. 16 


Report Commission 
May Soon Authorize 


Two-Year Licenses 
Washington, D. C., July 22. 
Broadcasters won a reprieve from 
the Federal Communications Com- 


the effective 
date of monopoly regulations pro- 
mulgated May 2 was_ postponed 
until Sept. 16. FCC ordered the 
postponement than 24 hours 
after the National Broadcasting 
Company and the Columbia Broad- 


mission today when 


less 


casting System had filed a petition | 


asking that enforcement be delayed. 
The new rules, which were slated 
originally to take effect next week, 


90 days after adoption, were post- | 


poned result of 
now in progress involving network 
and FCC Chairman 
James L. Fly. Mutual Broadcasting 
System officials, who have been 
participating in conferences, al- 
though in favor of putting the 
regulations into effect without 
alteration, neither joined in = nor 
opposed the postponement request 
of NBC and CBS. 

The way for postponement was 
cleared by Chairman Fly himself 
recently when he told a press con- 


as a 


ference that FCC would take no 
direct action itself but would con- 
sider a petition from one or more 


of the companies involved. 

It is evident that relations 
tween the Commission head and 
the networks have improved con- 
siderably since across - the - table 
negotiations were started at the 
instigation of Sen. Burton § K. 
Wheeler, Senate Interstate Com- 
merce Committee chairman. 
man Fly has _ tossed 
quets in the direction 
officials recently. Not only was the 
postponement petition granted less 
than a day after it was submitted, 
but Chairman Fly expressed appre- 
ciation for “the cooperative attitude 


be- 


several bou- 


of 


of network officials’ and also for 
their “willingness to devote them- 
selves continuously to a discussion 


of the problems.” 


FCC MAY SOON GRANT 
TWO-YEAR LICENSES 

Washington, D. C., July 
Two-year licenses for radio stations 
may be authorized by the Federal 
Communications Commission in the 
near future. Doubling the present 
one-year license period now 
under consideration, according to 
FCC Chairman Fly. 

The Federal Communications Act 
empowers FCC to issue licenses 
covering up to three years, but until 
two ago FCC required sta- 
tions to obtain new licenses every 
six months Agitation by broad- 
casters culminated then in increas- 
ing the license period to a full vear. 

The limited license term has long 
been objected to by the industry. 
The broadcasters have pointed out 


99 


“ec. 


1s 


years 


negotiations | 
. |Patman Act. 


Chair- | 


network | 


that it is impossible for them to put 


their business on a_ stable basis 
when license renewals have to be 
obtained at such short intervals. 


In most cases, licenses are renewed 
as a matter of routine, but broad- 
casters have to to the trouble 
of making formal application and 
can never be sure that they will 
be able to continue in_ business. 
Radio men here expressed gratifi- 
cation at present indications that 
FCC will extend the period to two 
years, and hoped that such a step 
would lead eventually to FCC adop- 


Oo 
go 


tion of the full three-year period 
permitted by law. 
Heads Eagle-Picher 

J. M. Bowlby has been elected 
president of Eagle-Picher Lead 


Company, Cincinnati, 
Joseph Hummel, Jr., 
chairman of the board. Mr. Bowl- 
by has been a general partner of 
Barrow, Wade, Guthrie & Co., Chi- 
cago, since 1928. 


succeeding 
who became 


Drops Merck Charge 


The Federal Trade Commission 
has dismissed its complaint charg- 
ing Merck & Co., Rahway, N. J., 
with violation of the Robinson- 


July 28, 1941 


Offer New Facial 
Tissue, Loress, 
to Dealers 


York, July 23.—Person ] 
Products Corporation this week 
began actual distribution of i: 
new Loress facial tissue, following 
initial trade announcements in 
dozen business papers in the drug 
and allied fields. Consumer adver- 
tising plans will not be completed 
until national distribution has been 
attained, William Alexander, a: 
vertising manager, told ADVERTI: - 
ING AGE. 

In presenting the product 
dealers, Personal Products offere 
a series of combination deals wi 
Modess and Meds. Loress is ava 
able in three sizes, packages of 1£ 
200 and 500 sheets. Minimu 
retail prices are set at 10 cents, 
cents and 25 cents. 

Young & Rubicam 
agency. 


New 


is the Lore 


Coons Opens Office as 
Merchandising Counsel 


Sheldon R. Coons, who retir« 
last December as executive vice 
president of Lord & Thomas, h 
opened offices at 113 W. 57th stre¢ 
New York, as merchandising ar 
advertising counsel. 

Before entering the agency fie 


in 1931, he was publicity and sal 
director of Gimbel Brothers, Neé 
York. 


| . 
‘Sprague to Home Office 
John C. Sprague, secretary of th« 
Acheson Colloids Corporation, ha 
transferred his headquarters fron 
New York to Port Huron, Mich 
the home office. He will be i: 
charge of advertising, public rela 
tions, and a newly-created depart- 
ment for handling matters con- 
nected with national defense. 


| . . 

Wright Joins Pathescope 
J. Gordon Wright, formerly pro- 

duction manager for Ross Federa! 

Research Corporation, Los Angeles 

has joined the staff of the Pathe- 


scope Company of America, New 
York, to head the script depart- 
ment. 


* 


otal Net Paid 


SUNDAY | 
Total Net Paid 


Publisher's 


Mare h 


Statement, 


$1, 1941 


Of the total net paid circulation, 95.1% (daily) and 93.4% (Sunday) are concen 


trated in the city and suburban areas. 
delivered by carrier, 


70.4% (daily) and 69.4% (Sunday) are hom: 


The Oakland Tribune is the dominating newspaper medium of this rich trading 
area, the Pacific Coast’s Third Market. Present your sales messages to the thousand: 
of able-to-buy families of Metropolitan Oakland reached only through the columns o! 


this newspaper 


GREATEST HOME DELIVERED DAILY CITY CIRCULATION IN NORTHERN CALIFORNIA 


Oakland. b2Tribune 


CE oom! Representatives, WILLIAMS, LAWRENCE G CRESMER CO 
CE ember of AMERICAN NEWSPAPER PUBLISHERS’ ASSOCIATION 
SS Mogazine and Comics NEWSPAPER GROUPS, INCORPORATED 
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PALM BEACH BREAKS PRECEDENT, GOES ON SALE 
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PALM BEACH SUITS 
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SOURS HRS THRE’ SHOP TROPICAL WORE TEDS 


HE } Hue 


J Henny CLhitten & Sons 


Department and men's stores broke into print with these seldom-seen ads lasi 
week as Palm Beach suits and slacks were reduced, for the first time in many 


years, in midseason. 


Copy didn't agree on the exact time, mentioning both 


eight and ten years since such a sale had been permitted by the manufacturer. 


Slash Prices of 
Palm Beach Suits; 
Defense Blamed 


New York, July 23. Defense 
production demands were cited 
here this week as being chiefly re- 
sponsible for Goodall Company's 
authorization of the first Palm 
Beach clearance sale in a decade, 
in which dealers marked down the 
uits from $17.75 to $13.95. 

With its plant facilities taken up 
by large uniform orders, Goodall 
found it impossible to maintain 
Palm Beach production on a scale 
that would permit the required re- 
plenishments of dealers’ stocks. 
Thus, with the season nearing an 
end, stores found they had broken 
lots on hand. Complete disposal of 
remaining garments was deemed 
preferable to carrying over inade- 


quate sortments to the winter re- 
ison. 

Defense production likewise in- 

terfered with Goodall’s schedules 


on its new tropical worsted line 
The demand for these suits is said 
to have outstripped supplies by a 
wide margin. Special sale copy 
placed by retailers in newspapers 
beginning this week will qualify 
for the regular Goodall advertising 
allowance. 


Tactics Changed 


It was recalled here that the com- 
pany’s clearance sale decision con- 
trasts strikingly with the attitude 


00 


KAUFMANN FABRY 


425 S WABASH AVE. CHICAGO 


adopted in 1938 when two months 
of unseasonable weather brought 
headaches to Palm Beach retailers 
throughout the country. Faced with 
the threat of price cuts, Goodall 
determined to put its remarkably 
successful price maintenance record 
to the acid test. The company ex- 
ecuted a bold merchandising stroke 
»V stepping up its magazine adver- 
tising and offering dealers 75 per 
cent instead of the usual 50 per cent 
contribution to local newspaper ex- 
penditures. The result was that in 
July and August of that year Palm 
Beach advertising reached new 
highs and most of the merchandise 
was moved. 
Lawrence C. 
tising Agency 
account 


Gumbinner Adver- 
directs the Goodall 


Citrus Award Confirmed 
by Florida Commission 


The Florida Citrus Commission, 
after unanimously voting to appoint 
Blackett-Sample-Hummert, Chicago, 
to handle the industry's million- 
dollar advertising account, has con- 
firmed the appointment after discus- 
sion with agency president H. M 
Dancer, account executive M. H 
Bent, and commission representative 
D. J. Kepner. 

Emphasis in the new campaign 
will be placed on point-of-sale ad- 
vertising and close contact by dealer 
service men 


Winery Expands Budget 

Engels and Krudwig Wine Com- 
pany. Sandusky, O., will open its 
largest advertising campaign this 
fall in behalf of its E & K Lake Erie 
wines and vermouths. National mag- 
azines, newspapers, business papers, 
outdoor, direct mail, window dis- 
plays, literature and radio will be 
used. Sterling Beeson, Inc., Toledo, 
is the agency. 


Provides Tourist Copy 
Governor Arthur H. James of 
Pennsylvania has signed legislation 
appropriating $400,000 from the 
state motor license fund to the state 
department of commerce for adver- 
tising and publicity purposes during 
the next two years to promote 
tourist travel in Pennsylvania 
Benjamin Eshleman Company, 
Philadelphia, is the agency 


‘Sell WCCO Art Bureau 


Station WCCO, Minneapolis, has 
sold its artist bureau to John Wil- 
liams and Urbane Bowdin, former 
employes of the broadcasting cor- 
poration. The new company is to 
be known as The Artist’s Bureau 
and will be located in the WCCO 
bldg. Al Sheehan, for the past 
seven years manager of the artists’ 
bureau, will continue with WCCO 
as operations director 


“Honolulu Advertiser” 
Celebrates Its 85th 


The Honolulu Advertiser recently 
published its 85th anniversary edi- 
tion, “100 pages of colorful Hawaii- 
ina.” and celebrated with an 


open 
house which included a trip through 
its plant A bold-face bulletin 
warned that the issue was com- 


pletely subscribed, and that no ad- 


ditional copies would be available 
oe ‘ 
js 7 atte 
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Winchell Leads in 
Hooper's National 
Ratings for July 


New York, July 23.—Walter Win- 
chell, Jergen’s news commentator, 
still holds the top radio popularity 
spot in the July national ratings 
just released by C. E. Hooper, Inc. 
Trailing Winchell, in order, are The 
Aldrich Family, Coffee Time, and 
Lux Radio Theater. 

Omitted from this ranking are 
the June top-flighters such as Jack 
Benny and Fibber McGee and 
Molly, who stood third and second 


nationally in last month's ratings, 


because their programs have been 
replaced by substitutes for the sum- 


mer months. 


The programs and their ratings 
Walter Winchell, 18; The Aldrich 
Family, 16.5; Coffee Time, 14.9; 
Radio Theater, 14.3; Charlie Mc- 
Carthy, 12.5; Bing Crosby, 11.8; 
Take It or Leave It, 11; Kay Kyser, 


10.1; Rudy Vallee, 10; One Man's 
Family, 9.8. A large drop in list- 
ening since June was explained by 
the fact that the poll was con- 
ducted during an extremely hot 
week, unseasonable even for July. 


“Post’’ Shares Profit 


The Washington Post's employes 
will share in two-thirds of any in- 
crease in profits made by the news- 
paper in 1941 over 1940. The profit 
dividend will be given to all who 
have been with the company for 
six months or more. This plan, 
said the Post in announcing the 
profit-sharing enterprise, is experi- 
mental and will be in effect only 
for this year. 


Stations Increase Power 
Station WIZE, Springfield, O., a 
basic affiliate of the NBC Blue net- 
work, has increased its power from 
100 to 250 watts. Station WNAC, 
Boston, NBC Red outlet, will in- 
crease its power to 5,000 watts 
night time about Sept. 1. At present, 
WNAC operates on 5,000 watts day- 
time and 1,000 watts nighttime. 


Insurance Ad Drive 


The Insurance Agents Associa- 
tion of Kansas City has begun a 
program of Sunday advertisements, 
to run the remainder of the year in 
the Kansas City Star, urging that 
insurance be bought from associa- 
tion members. 


North to Gray & Rogers 

North Bros. Mfg. Company, Phil- 
adelphia, maker of household and 
mechanics’ tools, has appointed 
Gray & Rogers, Philadelphia, to 
direct its advertising. 


if he were alive today and had to 
dig up ideas for ad men. Not so the 
staff of Roto-Lith, We double dare 
you to stump us. Phone for our con- 
sultant, 


ROJO-LITH CO. 


201 N. WELLS ST. CHICAGO 
DEA. 85S7 +» HEM.221). 


Wh yu Bec ther. 


WTAM’S 


.000073 CENTS pec FAMILY 


That's the lowest quotation per family in the Cleveland Market. WTAM, 
with its Primary Coverage Area of over a million and a quarter families, 
not only reaches more families but costs less per family. 


Compare WTAM on this basis: Divide the 15 minute Daytime Rate of each 
Cleveland Station by the number of families each claims in its Primary 
Area. WTAM has the minimum cost. But don’t stop there. Go a step farther. 


Take a Survey ... any Survey and look at the number of actual listeners 
each station has, all day, all night, all week. WTAM leads again. More listen- 
ers. More regular listeners. The “‘lowest-cost-per-ear” station in Cleveland. 


That's why WTAM is the first choice of smart network, spot and local 


time buyers. . 


W 


CLEVE 


pS | 
REPRESENTED WATIONALLY \°/// BY SPOT SALES OFFICES — 


. coast to coast. 


TA 


50,000 WATTS 
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NBC RED NETWORK 
OWNED AND OPERATED BY NBC 


. 
* Gatti oe 
» i Y 
ee Sea 2 
ae e me 
les matte A” a 


: 2 = re aif r age. A sn i ees ad : < Pena % = 
es rs a 
fs — EE — : ha 
. ie. 2 
ne etal ee ——_ 
ied 
: Sa . = 3 : EY i. be 
: : yo ‘ ? 1, Y ” ee : 
a hp ( sasix J @: Flake would be a Thi eg ’ 
E 4 1 & e . 
—— CC a ai . 
i ( me" 
co i 
ee ie 
| or se 
— 
/ ee 
an EN ee 
\ Nad: ' s oe rs — 
-—" - = so / a 
: \ - . we re 
) in “ 
. sit ; ree 
¢ oF fA = ‘ : sl wii 
a “ = <- e Ae . LA m od Pe 
iy rr _ ey 
; Me. one ° Pin \) 42 YA Ss : i le 
a » IS A eee Bee: 
ie WE, /_ % So: eae 
ort. UT Na ee os = Lat II "a 
ty On 7 & Zn. ~ va ‘ ee 
RC ae t +7 ao ~ c “ae ‘ ad F 
-~ . by CLs. . © ( ) _— "» — q be 
as. = —" - ae ada 
— = S> sail is 
——> “4 
eee (74 EE Le ol 
es ie 
ee cu 
- ee ae 
SUBJECTS 3 | 
Dee 
& oo sak 
sTOCK PHOTOS _ a 
| _ ee 
————} LAND-oW, - Se 
| WRITE FOR PHOTO LIBRARY aii. 
) OF 2000 SUBJECTS ed = 
~~ 
ees 
Pe ee Pe ee ee | eas ee a OO EE ee pe I 3552s, atic 
Eee) ee ee Re Ae PN tage Ee ee teas ene ye a Pyikeae sone 
ape ae £ aie ge. eee ee toe ' ee Pong pg ‘ A = senate S ned : ig we ay 
: Ae all 9 ion, Fa teen ~ ne ee Peg nt Sd sf in , el ; ‘ aut ate itary yleet * 5 es af. 


er Ce ae 


} bei 
~ = 
i 


24 


ADVERTISING AGE 


July 28, 194) 


“Design for Living” 
to Bow Sept. 2 

Popular Science Publishing Com- 
yany’s “magazine edited exclusively 
ie the high school and young col- 
lege girls of America,’ Design for 
Living, will make its newsstand de- 
but Sept. 2. Selling for 25 cents, 
the publication will offer a circula- 
tion guarantee of 60,000 student 
readers for the first issue, with net 
circulation expected to exceed 75,- 
000. Gross print order is 117,000. 

Editor-in-chief is Teresa Louise 
Buxton, formerly with Macfadden 
Publications, with Grace Mary Gus- 
tafson, former home economist with 
The Borden Company, Chicago, as 
managing editor. Helen Malcolm 
McNiece, former merchandise coun- 
selor cf Wm. H. Block Company, In- 
dianapolis, will head the magazine’s 
merchandising division. 


Turner to Trio 

Tom J. Turner, advertising man- 
ager of the Spokesman-Review and 
Daily Chronicle, Spokane, Wash., 
has been named advertising director 
for the Pacific Northwest Farm Trio, 
Spokane. He will continue his con- 
nection with the daily newspapers, 
and H. P. McAllister will continue 
as advertising manager of the Trio. 


scans OF KNOWING top> 


LAUREL IMPROVED 
OFFSET LITHOGRAPHY 


fer EFFECTIVE, ECONOMICAL 
BOOKLETS + FOLDERS 
MAILING PIECES 
BLACK & WHITE. COLOR WORK 


FREE DESCRIPTIVE 
MANUAL ON &EQVEST 


SINCE 
912 
A GOOD HOUSE 
TO Know 


LAUREL PROCESS COMPANY 


1h. CANAL STREET, NEW YORK 
Wainer $.3030° 


Adds to Defense Board 


Several additions have been made | 


to the membership of the national 
defense committee of the Advertis- 
ing Federation of America, New 
York. New members include 
Adolph Treidler, Artists Guild and 
the Illustrators Society of New 
York: K. E. Kellenberger, Union 
Switch & Signal Company, Swiss- 
vale, Pa.; Stanley A. Knisely, Asso- 
ciated Business Papers; Carl Ganz, 
Baltimore Sun: Al C. Joy, Pacific 
Gas & Electric Company, San Fran- 
cisco; Mabel G. Flanley, The Bor- 


den Company; Ray Maxwell, Mis- | 


souri Pacific Lines, St. Louis; and 
Richard Manville, Newell-Emmett 
Company. 


| “Civil Engineering” 
Grants Agency Discount 


Civil Engineering, New York, has | 


announced that effective with its 


| 


January, 1942, issue, its space rates | 


will be raised from $165 to $240 
for a single page. Effective at the 
same time will be a guaranteed cir- 
culation of 


| 12,046. 
The magazine also announces 
that effective with the January 


issue, an agency commission of 15 


15,390, as compared to | 


per cent will be paid “in line with | 


our consistent policy of conforming 
to the established principles of 
industrial advertising practice.” 


See $2,000,000 Budget 
for Film Company 
Twentieth 


Century - Fox Film 


Corporation, Los Angeles, will sub- | 


stantially increase its 1941-42 pro- 
motional budget, which is expected 
to reach two million dollars. 

Daily newspapers will carry the 
bulk of the appropriation. Charles 
E. McCarthy is advertising and 
publicity director of 20th Century- 
Fox and Kayton-Spiero Company, 
New York, is the agency. 


UP A TREE ABOUT THE BEST WAY 
TO REACH THE BUYING POWER 
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OF THE RED RIVER VALLEY? 
YOU'LL FIND THE ANSWER ON 


. WwW DAY FARGO, N. D. S000 WATTS-NBC 


AFFILIATED WITH THE FARGO FORUM 
FREE & PETERS, INC. NATIONAL REPRESENTATIVES 


| Getting Personal 


Samuel A. Harned, v.p. at BBDO, has built himself an interesting 
home in Westchester County. Of Colonial design, it is replete with 
picket fence, pine-paneled living room and even an old musket over 
the fireplace. . . Another Colonial style home, in Flushing, will be the 
residence of Franklin B. Ryan, president of R&R. 

Cecil Cunningham Hoge, of Huber Hoge & Sons, will be married 
Aug. 5 to Anne Barbara Shewan, of New York. He’s the son of the 
late Huber Hoge. . . Russell Allan Gardner left his job with Gardner 
Advertising Company, St. Louis, long enough to marry Frances C. 
Bright, of Princeton, N. J. His bride has been spending her time 
recently studying advertising at the School of Professional Arts in 
New York. 

Central Park Zoo is the richer by a herd of 14 Japanese sika deer, 
the gift of George Washington Hill, president of American Tobacco... 

Ralph H. Axthelm, a.e. at Grey Advertising, is engaged to Marjorie 
Macrae of Hollis, Queens. Wedding bells are scheduled for October. . . 
Arthur Wallace Crawford, Jr., of 
the research department of L. E. 
McGivena & Co., is honeymoon- 
ing with the former Genevieve 
B. Johnston, of Newark, N. J. 
His father is general manager of 
the Chicago Tribune-New York 
News Syndicate. . . 

Carrying on the work of the 
late J. Stirling Getchell, Paul 
Hollister, v.p. of the Getchell 
agency, has been elected to mem- 
bership on the executive board 
of the Boy Scout Foundation of 
Greater New York. Mr. Getchell 
developed “Tomorrow’s Amer- 
ica,” a pictorial account of the 
Boy Scout program which was 
distributed throughout the coun- 
Se 

Charles F. Southward, Pacific 
Coast manager and account ex- 
ecutive, Harry Atkinson, Inc., 
Chicago, is now an ensign in the 
Navy, serving as assistant public 
relations officer for the ninth 
naval district, Great Lakes, III. 
.. H. Malcolm Platt, secy.-treas., 
Batavia Times Pub. Co., Batavia, 
N. Y., has been called to serve as assistant to the naval inspector of 
ordnance at the Ford Instrument Co., with the rank of lieut. comdr. . . 

L. M. Rhoden, pub., Tattnal Journal, Reidsville, Ga., for the past 26 
years, is going to forsake the office for a year and spend it at Shell- 
man Bluff, on the Georgia coast, on a health quest. . . “Tiny” Renier, 
program mgr., KMOX, St. Louis, has been painting such a tantalizing 
picture of Mexico for the past two years that Ken Church, s.p.m., 
KMOX, and family are spending their vacation there. . . 

Fiske Lochridge, with a low gross of 87 for 18 holes copped the 
championship trophy awarded by Bill Carr, pres., Chicago Federated 
Ad Club, and Western mgr., Time, at Chicago Jr. Ad Club’s first an- 
nual golf tourney. Other low gross scores were Arvid Hamrin 93, Ed 
Seigery 96 and Wes Fleming 97. .. Mildred Marshall, secy. to John 
Blair, of John Blair & Co., Chicago radio rep, is down New York way 
spending her two weeks’ vacation, cruising on the yacht Minoco off 
the Atlantic Coast. . . 

That 100-word essay dashed off a few weeks ago by Curtis M. Col- 
vin, ad copywriter and layout man for the Philadelphia Company, 
Pittsburgh, on why he would like to spend his vacation in Ontario 
won that prize for him and he'll spend it on a honeymoon with 
Harriet Rodenbaugh, asst. to home service dir., same company, whom 
he will marry Aug. 19... Senator Arthur Capper, pub. of the Capper 
Publications, held his 34th birthday picnic, a great Kansas event, at 
Ripley Park, Topeka, July 14. . 

Zenn Kaufman, professional pepper-upper par excellence, 
married recently to Ottilie Aks, of Y&R’s publicity department. 
Among the new tenants at 177 E. 77th street is Maleolm S. McNaught, 
s.m. of McGraw-Hill. . . 

George Johnson, mgr., KTSA, San Antonio, has recovered from a 
streptococcus infection which confined him to a hospital for ten days. 

. Francis S. Murphy, g.m., Hartford Times, has been appointed to 
the board of trustees of the University of Connecticut. Lieut. 
Stephen Conland, son of Henry 
H. Conland, pub., Hartford Cour- 
ant, has reported to the Army 
school, Philadelphia, for three 
months’ study prior to going to 
the office of the Quartermaster 
General, Washington, D.C. . 

Russell J. Leander, pres., Chi- 
cago Show Printing Co., took 75 
employes of the company on a 
four-day outing to Lake Shishe- 
bogama, Minoqua, Wis Golf 
prizes were won by Al Brennan, 
Dick McKnight and Ray Fowler 
when the men of Needham, Louis 
and Brorby had their annual 
three-day outing at Lake Owen, 
Wis 

Quick thinking on the part of 
Barbara Bennett, copywriter for 
Gray & Rogers, Philadelphia 
agency, prevented complete loss 
ff her sister’s new convertible 
when a short circuit started a fhe 
blaze which Miss Bennett extin- 
guished with several bottles of 
the “Pause That Refreshes,” en- 
abling the girls to reach their 
destination with nothing much 
worse than a thirst. 

Alfred C. Fuller, pres., Fuller 
Brush Company, Hartford, has 
been elected chairman of the Hartford chapter of the Maple Leaf 
Fund, Canadian National Relief Society. . . Cedric W. Foster, Yankee 
Network, Boston, formerly manager of WTHT, Hartford, weekended 
in Hartford recently. . . 


HONOR DOORLY 


Publisher Henry Doorly of the Omaha 
World-Herald (left) was presented with 
this framed inscription at a friendship 
dinner given by the newspaper's me- 
chanical department unions on the occa- 
sion of his 38th anniversary with the 
World-Herald. 


Was 


SIGNS UP 


former pitching ace, Dizzy Dean, 
clutches a fresh contract in one hand as 
he shakes the other with Harvey Baffa, 
vice-president in charge of advertising 
for the Falstaff Brewing Corporation, St. 
Louis, for whom Dean is now broadcast- 
ing baseball over Station KWK. Sher- 
man K. Ellis & Co. is the agency. 


—— 


'NNPA Adds Two Papers, 
‘Names Committees 

| 

| Arthur Riley, sales promotion 
;manager of the Boston Post, ing 
|Bertram R. MacMannis of Scri 
|Howard Newspapers, New Yr 
have become associate membe if 
the National Newspaper Promotion 
| Association. 


Committee heads appointed fo; 
1941-42 by President John ¢ 


Stafford include: Raoul Blum! 
Washington Post, research and 
tistics; W. J. Byrnes, Chicago 
bune, trade paper study; Be 
Morgan, Hartford Courant, pro: \o- 
tion service bureau; Irvan S. Ts \b- 
kin, bulletin; Ivan Veit, New York 
Times, convention; Bradford \ 

koff, Troy Record Newspap:rs, 
nominating; and Dave Freud, 7 he 
Chief, New York, news commitice 


Typographers Set 
Convention Date 


The fifteenth annual convent on 
of the Advertising Typograp 
Association of America will be h. \d 
Sept. 15-17, at The Greenb 


White Sulphur Springs, W. Va. E 
|M. Diamant, Diamant Typograp iic 
| Service, New York, is chairman of 
|the convention committee. 

| Convention committee mem} 
‘are: William Carnall, Los A) 
les; P. J. Perrusi, Advertising Ag 
cies’ Service Company, New Y 
C. E. Ruckstuhl, Typographic Se: y- 
ice Company, New York; Mrs. F. \W 
Shaefer, Tri-Arts Press, New Y« 

J. A. Skelly, Skelly Typesetting 
Company, Cleveland; K. H. Volk, 
Kurt H. Volk, New York; | 
George Willens, George Willens & 
Co., Detroit. 


Swastika Border Not 
Liked, Agency Finds 

When the George Foust Compa 
Guilford, Conn., placed an adver- 
tisement for its pigeon grit in a 
{business journal, it used an Indian 
good luck sign border which seemed 
to set off the advertisement very 
well. 

No one was disturbed until letters 
began pouring in from dealers whose 
customers were upset by what they 
said looked like a “Swastika” bor- 
der. A quick look assured the ad- 
|vertiser and its agency, Yankee 
Writing Service, that the border rr 
sembled the Nazi symbol. Instruc- 
tions were sent out to replace the 
border with something less objec- 
tionable. 


| Goodrich Shifts Men 


The B. F. Goodrich Company 
Akron, has created a new Californi: 
district with headquarters at Los 
Angeles and a branch office at San 
|Francisco. L. L. Horchitz has been 
named manager of the Los Angeles 
office and H. A. Schultz brancl 
manager at San Francisco. Simul- 
taneously, C. M. Christenson was 
named manager of the Denver office. 
succeeding Max Schmidt, who will 
remain on the staff in an advisory 
capacity. 


Joins Elizabeth Arden 


Ruth Lupton Mills, formerly with 
NoMend Hosiery, Philadelphia, has 
been appointed promotion manage! 
for Elizabeth Arden, New York, and 
will also act as sales manager dur- 
|ing the absence of William T. Car!- 
json, who has been called ints de- 
fense service. 


YOU HAVEN'T GOT 
A CHINAMAN’S 
CHANCE 


of missing the 
TEXAS GULF COAST 
when you use KX YZ- KRIS 


KXYZ-KRIS is the only combination *° 
blanket the heart of this rich s. You 


can't miss with ‘em—you can! do the 
job right without ‘em. Write ‘oF facts 
about our TWIN savings. 

National Representatives: THE BF HAM 
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keeping COOL 
and for ging LM er dislribulion 


Now with the mercury crowding the tops of thermometers 
we can learn a lesson from the Goodall Company of 
Cincinnati, Ohio, manufacturers of Palm Beach Clothes. 
Their sales manager, Joseph Stevens, makes sure that cool 
clothes will be available for all by using the MARKET 
DATA BOOK to plan their distribution. 


He says, “I fully appreciate the fine manner in which you have 
set up complete information on markets, distribution, etc., in the 


MARKET DATA BOOK. 


‘IT am actually using this book, instead of any and all other 
publications, for the purpose of rearranging territories and 
fixing quotas for each territory.” 


Advertising agencies and manufacturers in every section of 
the country are finding the MARKET DATA BOOK indispens- 
able for getting a quick and accurate picture of all consumer 
markets and potentials. With such information readily avail- 
able, national advertising can be placed with more assurance 
of maximum results. 


c 


coe” 


1942 CONSUMER aie 
MARKETS EDITION = 


HOWN FOR THE "FIRST TIME 
The 1942 edition of the Market Data Book, now in prepara- s 0 


tion, will contain all of the latest revised figures on all 
consumer markets. County, city, state, regional and 
national totals showing population distribution and sales 
potentials, will include all recognized indices of consumer 


' 
buying power. The Market Data Book is complete, or- $ $ 
ganized, permanent—used wherever national advertising TROPIC WEIGHT *25 * DE LUXE *32.50 , ‘ 


is bought. 


Designed to help Advertisers and Agencies to know there Markets / 
THE Market Data Book 


j Lisa 


NEW YORK  . CHICAGO | LOS ANGELES SAN FRANCISCO 
330 W. 42nd St. 100 E. Ohio St. Garfield Bldg. Russ Bldg. 
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FM, Television CP’s 
Authorized by FCC 


Construction 
new frequency 
and one television station have 
been granted by the Federal 
Communications Commission. The 
television authorization went to 
General Electric Company, Schenec- 
tady, N. Y., to remodel its experi- 
mental outlet at New Scotland, 
N. Y., for commercial operation by 
Sept. 1. 

Permits for 


permits for three 


modulation 


commercial FM sta- 
tions were issued to Metro-Gold- 
wyn-Mayer Studios, Hollywood, for 
an outlet to serve the Los Angeles 
area; to Columbia _ Broadcasting 
System, New York, for a station at 
Pasadena, Cal.; and to Station 
WJIM, Lansing, Mich., for facilities 
in that city. 


Readership Study Covers 
“Atlanta Journal” 


The Advertising Research Foun- 
dation has issued the 38th report 
in the continuing study of news- 


paper reading, 
30th issue of 
With a 


covering the April 
the Atlanta Journal. 
circulation of 157,284, the 


Journal is the’ second largest 
evening paper to be studied by the 
foundation. 

The 175-line advertisements in 
comic strip. style of Standard 
Brands Inc., and Nehi Corporation 
had the highest readership of all 
national advertisements among 
both men and women. Both ap- 


peared immediately below a regular | 
series of comic features. 


When you read 
this we hope to be 
using our new 5,000 
watt transmitter, a 20 
time increase in power. 
No, we have not sold 
— all our time’. . 


4 All national _ wwe 
advertisers have signed 
new one year core 
beginning July 1, the 
majority with increased 
_ schedules. 


v In addition many new 
advertisers have 
climbed on the Wish 
_ bandwagon. 


v Columbia | slevbeavind 
— will show a 

os °o increase in July 
over 1940. 


i All 1941 Football Games 
already sold. : 


17 1941 Santa Claus pre- 
* gram already sold. 
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‘Census Discloses 
Another Boost in 
Life Expectancy 


Washington, D. C., July 22.—Life 
expectancy has advanced another 
notch, according to new statistics 
issued this week by the Census 
Sureau showing the average length 
of life of white persons in the 
United States is now 62.5 years. 
This is an increase of 3.3 years in 
the past decade, and of nearly 13 
since 1900. 

Women continue to live longer 
than men. The average white wo- 
man is 64.5 at death, and the aver- 
age male 60.6. This lower death 
rate among women begins to assert 
itself at birth 
all age 
the first 


years 


Mortality 
life 


groups. 


year of was 57 per 


1,000 for boys in the past decade, 
and 45 per 1,000 for girls. Biology 
evens it up fairly well, however, 


|for between 105 and 106 
born for every 100 girls. 

The average lifetime of 
Whites in the past decade was 50 
years for males and 53 for females, 
about 10 years below the correspon- 


ding averages for whites. The 
infant death rate is higher among 
non-whites, 83 per 1,000 for males 


and 69 per 1,000 for females. 


R. B. Davis Accepts 


| Cocomalt Stipulation 


R. B. Davis Company, Hoboken, 
has agreed to discontinue 


advertising that Cocomalt substan- 


tially aids the digestion. The com- 
pany also agreed to cease repre- 


senting that the product stimulates 
appetite for other foods except to 
the extent that it may stimulate 
| the appetite where its lack is caused 
|by Vitamin B, deficiency. 


| The stipulation is supplemental 
jto another previously negotiated 

between Davis and the Federal 
| Trade Commission, 


en 
‘Poultry Publication 
Signs FTC Agreement 


American Poultry Journal, Chi- 
|cago, has agreed to a Federal Trade 
Commission stipulation by which it 
will refrain from advertising that 
only subscribers to the magazine 
lare eligible to participate in a 
| chick-raising contest it sponsors. 


The magazine also agreed to 
jamend its copy so as to make it 
lclear that by subscribing, chick- 
|raisers do not automatically become 
eligible to participate in the con- 
| test. 

| a 

| 

Lelong Stipulates 

| Lucien Lelong, Inc., Chicago, has 
|stipulated with the Federal Trade 


|Commission that it will stop repre- 
senting through use of such words 
as “Paris” and “London” that its 
}perfumes or other cosmetic prod- 
j}ucts are made abroad. The adver- 
tiser will be permitted to mention 
the country of origin of ingredients 
if this mention is accompanied by 
a statement that the product is 
|made in the United States. Lelong 
also agreed not to use French trade 
names without conspicuously stat- 
ing that such products are made in 
this country 


King Named Editor 


John King, 
Crane Company, 
years as 


who has been with 
Chicago, for 11 
assistant to the advertis- 
ing and sales promotion manager 
and as editor of publications dis- 
tributed to dealers and salesmen, 
has been appointed editor of Elec- 
trical Dealer, Chicago, succeeding 
Frank E. Watts, who is now elec- 
trical counsellor for Farm Journal 
and Farmer's Wife. 


Starts “Closing Hour” 


The United States News, New 
York, has substituted a closing hour 
for the conventional closing date. 
Black and white forms will here- 
after close at the Dayton printing 
plant at 5:15 p. m. Friday Rush 


copy, the publication 
must be placed with any 
before 4 p. m. Friday 


announced, 
News office 


Heublein to Gumbinner 
G. F. Heublein & Bro., Hartford. 


Conn., has named Lawrence C. 
Gumbinner Advertising Agency, 
New York, to direct advertising of 


all Heublein 
liquors 


food products and 


and continues through | 
during | 


boys are | 


non- | 
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FIRST YEAR OF DEFENSE PROGRAM | 
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INCREASES ‘DUR! NG 


“NATIONAL INCOME 


Jen.- Mey of 194) Compered With Jan.- May of 1929 
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INCOME, NEW DWELLINGS SHOWN 


“FAMILIES PROVIDED FOR | 
_ BY NEW BUILDING 


7 M 


re} 


The first of these charts, from the current Cleveland Trust Company Business Bulletin, shows the percentage of increase in 
all major classes of manufacturing and mining industries during the first year of the defense program, May 1940 to May 
Weights, at the left, represent the percentage of total industrial production contributed by each industry. The 
second diagram indicates that labor is receiving a larger share, and capital very definitely a smaller share, of the national 
The last chart depicts the steadily increasing building industry, showing that an un- 
usually large proportion of new residential building is in single homes. 


Vicks Launches 
“News for Women’: 
Lever Bros.Renews 


| New York, July 23. — Vicks 
{Chemical Company will launch 
‘News for Women” for VapoRub 
and Va-tro-nol July 28. The new 


Baruch 
women, 
period of 13 
stations of the 
Columbia Broadcasting System. It 
will be aired Monday, Wednesday 
and Friday from 3 to 3:15 p. m. 
Morse International is the agency. 


Andre 
prominent 


program, in which 
will interview 
will be tested for a 
weeks over 14 


Lever Renews Mr. Meek 


After a six-week hiatus, 
ning August 20, “Meet Mr. Meek” 
| will be returned to the air by Lever 
Bros. Company Oct. 8. The series, 
lin behalf of Lifebuoy soap, will 
retain its present time and station 
lineup, Wednesday from 7:30 to 8 
p. m. over 60 CBS stations. Wil- 
liam Esty & Co. is the agency. 


Ditchfield ¢ to Horlick 


Thomas J. Ditchfield, former 
account executive with Henry C. 
Phibbs Advertising Company, Chi- 
cago, has joined the Horlick Malted 
Milk Corporation, Racine, Wis., as 
manager of its newly-organized 
|professional department. 


Creates Defense Post 


Howard A. Holmes, formerly De- 
troit office manager and previously 
with Inland Steel Company, has 
been named manager of the defense 
products division of Crosley Cor- 
poration, Cincinnati. He will act 
as representative of Crosley in its | 


dealings with the government. 
GOOD-WILL 
es —— 


f) 
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ORDER > 


OR NO ORDER.» 


A grateful reception has greeted the 

gift of this package of toilet powder by 

Merck & Co. to salesmen who call on 
the Eastern chemical manufacturer. 


begin- | 


McAvity Leaves L. & T. 


Thomas A. McAvity has resigned 
as vice-president in charge of radio 
of Lord & Thomas, New York. He 
joined the agency in 1932 and in 
1937 opened its Hollywood office, 
which he managed until this year. 
On his return from a vacation, Mr. 
McAvity will reveal his new con- 
nection. No successor has as yet 
been appointed. 


Adopts Coal Ad Levy 

The Anthracite Operators’ Asso- 
ciation, meeting in Wilkes-Barre, 
Pa., voted a voluntary assessment 
of two cents per ton on production 
of anthracite coal which is expected 
to yield about $1,000,000 to be used 
as a promotional fund for an educa- 
tional advertising campaign. 


Erikson Adds to Duties 


L. F. Erikson, Western sales 
manager of Columbia Broadcasting 
System, has been named to super- 
vise network sales operations in the 
CBS Detroit office. He will con- 
tinue as Western sales manager 
with headquarters in Chicago. 


“Our Country” Makes Bow 


U. S. A. Publishers, Chicago, has 
launched a new monthly magazine, 
Our Country, devoted to national 


defense. FE. F. Bernhold is the edi- 
tor, and First United Broadcasters, 
Chicago, handles the account. 


Grant Names Jensen 

John C. Jensen, formerly in charge 
of Latin American operations for 
H. N. Elterich Export Advertising 
Agency, has been named vice-pres- 
ident and assistant to David Echols, 
president of Grant Advertising, 
S.A., Mexican subsidiary of Grant 
Advertising, Chicago. 


Salesmen Given 


Powder in Unique 
Company Gesture 


New York, July 22. smen 
who call on Merck & Co. may not 
always walk off with an order these 
days, but at least they feel more 
comfortable thanks to a_ unique 
good-will gesture sponsored by the 
chemical manufacturer. 

Each of the perspiring, brow- 
Wiping pavement-pounders is pre- 
sented with a package of Merck 
Zine Stearate toilet powder, with 
this friendly pat on the back: 

“A salesman’s job is not an easy 
one, especially during the hot, sum- 
mer months. May we suggest the 
use of Merck waterproof toilet 
powder to help relieve chafing due 
to excess perspiration. It forms a 


soft dry film over sensitive skin, 
protecting it from irritation. 
“Sprinkle a little in your shoes 


to soothe burning feet. 
spring to 


It will add 


your step and give you 

more ‘mileage’ during your selling 

day. Please accept this tin of 

Merck waterproof toilet powder 

with our compliments and call 
again.” 

The tin is the regular Merck 


trade package. According to W. H. 
Jones, assistant advertising man- 
ager, the gesture is being “well re- 
ceived by the Knights of the Road.” 


Appoints Lewis & Tokar 
American Dickey Corporatio: 
New York, has appointed Lewis 
Tokar, Newark, to direct adverti 
ing for Florence Walsh dickeys. 
tell campaign will include insertior 
in Glamour, Harper’s Bazaa 
Macemoiselle, and Vogue. 


Joins Lord & Thomas 


Stephen Czufin, formerly wit 
Jam Handy Organization, Ne 
York, in a contact and productio: 


capacity, has joined Lord & Thoma 
New York, in charge of all matte: 
pertaining to commercial motio: 
pictures. 


To Operate Hotel 


Mrs. Dorothea Brennan Winters 
formerly educational director of 
the Lithographers National Asso- 
ciation, New York, has resigned to 
operate the Riverview Hotel, New 
Martinsville, W. Va. 


Vermifuge Space Upped 

Dr. D. Jayne & Son, Philadelphia, 
has expanded its Vermifuge adver- 
tising schedules to nearly 500 news- 
papers, and the schedules have 
been extended to run through sum- 
mer and fall. 


Launches “School Shop” 

The publishers of Education Di- 
gest, Ann Arbor, Mich., will release 
a new monthly magazine, School 
Shop, for teachers of shop subjects, 
in October. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing —Mimeographing 


THE LETTER SHOP, Inc. 


440 S. Dearborn St. Wabash 8655 
CHICAGO 


PRINTING 


cAd- Setting 
Engraving e Printing 


C i cecminen service is 
’ complete Ad-Setting, 

Engraving, Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan 
tage in having your typography 
done where you can get engras- 
ings and press proofs in an) 
quantity. Phone Wabash 7820 


* 
The Faithorn Corporati: n 


504 Sherman Street, Chicago 


A Comprehensive, Complete Day and > ght 


Service for Advertisers and 
Advertising Agencies / 
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The rates for this department are as follows: 


Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
“Representatives Available,” 30 cents 


cash with order. 


a line, minimum charge $1. Terms 


,!1 other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4 75 per inch. 


POSTTIONS WANTED " 
Advertising Sales—Production 
irs sales and copy experience. 
ni ity trained 
Rox 3415, ADVERTISING AGE, Chgo 
SECRETARY-ASSISTANT 


You yoman With 7 years experience 


s } ite secy. to top-executives in 
scales & adve. Age 28, attractive, ex- 
background, exceptional refer- 
from leading advertisers and 
nen in New York & Chicago 


Box 3418, ADVERTISING AGE, Chgo 
PROVED ABILITY 
His paigns in print have been in- 
flue! factors in his present com- 
pany growth to largest in its field 
Now t 30, he is seeking a new con- 
ect where his ability to write 
ves-producing copy, direct printing 


tion, and handle men can be 
iver wider scope with some large 


anufacturer or advertising agency 
«s Advertising Manager, Sales Pro- 
otion Manager, or Account Execu- 
tive, he would be an invaluable right 
hand to a busy President, General 


Manaver, or Sales Manager. College 

raduate, married, with one child and 
\ draft classification, his starting 

ilaryvy requirements are more reason- 

ible than you would expect from a 

proved his ability, holds 
j but seeks a better one 

Box 3419, ADVERTISING AGE, Chgro 


HELP WANTED 
WANTED 


L 


Man familiar with Graphie Arts In 
dustry for sales and editorial work 
established magazine Include back- 


ground and requirements first letter 
Box 3416, ADVERTISING AGE, Chgo 
Salesmen Wanted 
Advertising salesmen now selling 
pace in magazines, et« to solicit 
space-distribution contracts on adver- 


tising book matches for Nationally 
cnown book match manufacturer, in 
pare time Factory cooperation, 
jualit product, Lood service, com- 


vetitive prices, plus genuine value of 
ok mateh advertising as publicity 
nd result-getting medium, your as- 
rance of success Unusually § fine 
de-line opportunity for men contact- 


ng national accounts or local ae- 
ts advertising on a large scale 
ommission on space deals; half 
idvanced upon receipt of order from 
Vell-rated accounts Write for details 
day, and tell us about yourself 
Box 3420, ADVERTISING AGE, Chgro 


HELP WANTED 

SALESMAN WANTED 
Solicit national accounts new com- 
bination railroad-community maga- 
zine serving N. Y. State Above draft 
age State complete qualifications 
Commission only. Must reside in or 
near N. Y. City Address Ontario & 
Western Observer, 330 W. 42nd St., 
Nm. Zs Coty. 

COPY WRIPERS (2) 
Prominent 4A Chicago agencies. Black 
and white and radio agey. exp, $5000 
plus 


LAYOUT ARTISTS (2) 
Adv. ageys. Finish work and creative 
layout $250 plus 
PROOFREADER 
Salary open 
ASS'T SPACE 


fiction mag. exp 
BUYER—Cheo. agey 
Must have trade paper sales exp 
SLIDE FILM WRITER—sales or adv 
dept. exp. $250 
COPYWRITER (28-32)—point of sale 
materials Compose bulletins, sales 
letters $200 plus 
Stenos typists receptionists 
positions available with ady 
agencies and publishers 
Specializing advertising positions for 
men and women 
FRED MASTERSON 
Sinclair-Masterson Personnel 
Room 1749-310 8S. Michigan Ave... Chee. 


BUSINESS SERVICKH 


Mr. Sales Manager! 
Let me show you how to help your 
salesmen produce more through a 


personalized house-organ You serve 
as editor | do the work Kdward 
Edelstein, 201 N. Wells St. Dea, 8557 


MISCELLANEOUS 
WORLD FAMOUS FIRMS USE 
Bairdset ads for 30 years It Pays 
Day and night service, clean proofs 
fast, quality production, save your 
time Ads pull better ’ 
BAIRD, adsetters, 1S bk. Kinzie, 
WHE, 43:47 Chee. 


Small trade publication 
located in Chicago Ad 


WANTED 
preferably 
dress 

sox 3417, ADVERTISING AGE, Cheo 

WANTED 

An established trade paper to buy ort 
a trade paper idea that can be devel 
oped by a well established trade paper 
publishing house Please send full 
particulars in absolute confidence 
OX $421, ADVERTISING AGE, Chro 


Two Join Pollyea 

Carl Geiger, formerly with Pub- 
lic Service Company of Indiana, 
and Harold Fecker, former secre- 
lary of Fecker Brewing Company, 
Danville, Ill., have joined Pollyea 
Advertising, Terre Haute, Ind. 


To Needham, Louis 

Robert J. Piggott, formerly with 
the Lake Shore Bank & Trust Com- 
pany, Chicago, has joined the 
research department of Needham, 
Louls & Brorby, Chicago. 


Cannon Buy Paper 

The Lee County Journal, Lees- 
ourg, Ga., has been sold by J. L. 
‘aylor, editor and publisher, to J. B. 
nnon of Cannon Brothers, Lees- 
urg, 


—— 


‘LCONOMY IN) MARKET 


RESEAR HH" —a 21 page book. 


tli yours for the asking. 


R & S complete facilities and 
long experience meet the 
*xaciing demands of agen- 
publishers and market- 
™g analysts requiring de- 
Pendable research tabulating. 


Lane, New York, N. Y. 
DETROIT 


STON CHICAGO 


Clearwater Ups Budget 


The board of governors of the 
Clearwater Chamber of Commerce 
has approved a promotional budget 
of $13,000 for the Florida city, with 
$10,815 for advertising. 


Mayonnaise to Kopmeyer 


The Wheatley Mayonnaise Com- 
pany, Louisville, maker of Lady 
Betty mayonnaise, has appointed 
M. R. Kopmeyer Company to direct 
its advertising. 


Sells “Hawk-Eye Gazette” 


The Hawk-Eye Gazette, Burling- 
ton, Ia., has been sold to a group 
of Kansas newspapermen- which 
included Clarence W. Moody of 
Chanute, Sidney F. Harris, Ottawa, 
and John P. Harris, Hutchinson. 


Joins Clay Equipment 

Willard Brown, formerly with the 
Stewart-Simmons Company, Water- 
loo, Ia., has joined the Clay Equip- 
ment Corporation, Cedar Falls, Ia., 
as advertising manager. 


Sells “L-A Buyer” 


Chain Store Publishing Company, 
New York, has sold the Latin Amer- 
ican Buyer (El Comprador Latino- 
Americano) to the Johnston Export 
Publishing Company, New York. 


To Cary-Ainsworth 


Horn Mfg. Company, Ft. Dodge, 
Ia., and Consumers’ Supply Com- 
pany, Des Moines, have appointed 
Cary-Ainsworth, Inc., Des Moines, 
to handle their advertising. 


Announce Potato Week 

Idaho growers have set the week 
of Jan. 16-24, 1942, as Idaho Potato 
and Onion Week. 3otsford, Con- 
stantine & Gardner, Portland, han- 
dles the account. 


ADVERTISING AGE 


Oil Producers 
Resent Call for 
Ad Figures 


(Continued from Page 1) 


‘together with available statistics | 
showing cost of advertising per ! 
|dollar of sales, cost of advertising 
per unit of commodity sold, and the 
extent to which competitive forces 
have compelled the adoption of 
|}advertising methods and policies of 
your company.” 


Expect a Clash 


Industry observers perceived a 
clash between the Department of 
Justice and the Ickes domain, and 
expressed doubt that the latter 
knew what Mr. Arnold had up his 
sleeve. 

Gasoline officials also took occa- 
sion this week to criticize the sug- 
gestion advanced by the consumer 
division of OPACS that motorists 
limit their oil changes to twice a 
year, thereby conserving needed 
fuel. It was pointed out that this 
recommendation clashes with the 
opinion of the National Bureau of 


Standards, which has held that 
more frequent oil changes are 
necessary for efficient motor per- 
formance. The same_ contention, 
supported by leading automotive 
engineers, has been advanced by 
the oil industry for years. 


Scripps Releases 


New Guide for 
Liquor Advertisers 


New York, July 23.—A statistical 
key with which to unlock the door 
to greater liquor profits has just 
been issued by the national adver- 
tising department of the Scripps- 
Howard Newspapers under the title, 
“A Pattern for Protit in Liquor 
Advertising and Merchandising.’ 
This third edition of the book is a 
study of liquor sales volume by se- 
lected brands and types in the 17 
monopoly states, the distribution of 
their media advertising expendi- 
tures for the year 1940, and an index 
to measure liquor sales in all states. 

Part 1 of the study is an analysis 
of the liquor preferences in specific 
regions and how advertising can be 
allocated to take advantage of these 
preferences. In some states, for in- 
stance, it is found that more than 
one out of every two bottles of 


liquor sold is bourbon in type 
whereas in other states less than one 
bottle in 10 is bourbon. 

In Part 2 of the book the pub- 
lisher offers a 1941 liquor index, 
giving the liquor advertiser an idea 
of the comparative merits of differ- 
ent markets in respect to liquor 
consumption, although it is admitted 
the information is not so accurate as 
that for monopoly states offered in 
Part 1. 

Case histories of the distribution 
of advertising followed by leading 
distillers is offered in Part 3 as a 
guide to those who would adjust 
their schedules to extract maximum 
profit from their advertising appro- 
priations. 


“American” to B-S-H 

Crowell-Collier Publishing Com- 
pany has named Blackett-Sample- 
Hummert, Inc., to han lle advertis- 
ing for American Magazine. Homer 
McKee, vice-president of the agency, 
will be account executive. 


Made by the WORLD'S 
LARGEST Manufacturer of 
All Types of Signs. 


tv ART 


SIGN CO, LIMA, OHIO 


YOU GOTTA STOP EM TO SELL ’EM! 


FATIMA’S NO GREAT SHAKES at 
sales psychology. She doesn’t have 
to be. It's Fatima's job to stop’em, 
so her boss can sell’em. 

The cover of your catalog doesn't 
have to make the sale to your pros- 
pect. That's the job of the sales 
message inside. But unless the cover 
has plenty of *‘come on”’. . . unless 
it stops the reader, catches his eye 
and his interest, the inside pages 
might as well not have been written. 

That's why more catalogs, book- 
lets and portfolios go out under 
Hammermill Cover than any other 


cover paper. The brilliant colors, 
distinctive finishes and clean print- 
ability of Hammermill Cover 
furnish striking backgrounds for a 
cover design that stops your pros- 
pect, makes him say, *‘Here’s some- 
thing worth looking into!” 

Make your next mailing click by 
“packaging” it in Hammermill 
Cover. You'll like Hammermill 
Cover for the money it saves. It’s 
moderate in price. And you can 
print it economically, work and 
turn, because it is alike on both 
sides. 


NAME 


POSITION 


\e 2» 


Want some cover ideas? Mail coupon for sam- 
ple book showing all styles in Hammermill 
Cover Papers. Widest range of stock colors, 
weights and finishes under any one brand 
name; more than $06 items to choose from. 
FINISHES: Ten luxurious and distinctive fin- 
ishes, including ripple, antique, sandstone, 
crepe, brushmark, morocco, heavy leather, 
shadow, veneer, tweed 
44 COLORS: Sparkling eye-stoppers to 
a give your catalog new life and snap. 
P Fé a) Light tones: white, straw, lime, sepia. 
Middle tones: gray, gold, blue, green, 


J@ tangerine. Dark tones ox 
cobalt, scarlet, black. ~ 
WEIGHTS: All the popular cover 3 
weights are available for each color oy 
and finish plus a special 160-Ib 
white for mechanical bindings ( 
In this book you'll quickly find [™* } 


the right answer to nearly every 
cover need. Send for it! YY 


Hammermill Paper Co., Dept. D, Erie, Pa. 


Gentlemen: Please send me the Sample 


Book of Hammermill Cover Papers. 


AA 7-28 
Please attach to, or writ m, your mpany letterhead 
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Ski Accounts to Glaser 
Three skiing outfitters have ap- | 
pointed Glaser-Gottschaldt,  Inc., 
Boston, to direct their advertising: 
Dartmouth Skis, Inc., Hanover, | 
N. H.; B. F. Moore & Co., Newport, 
Vt.; and Gregg Mfg. Company, St. | 
Paul, Minn. 


Huggett Joins Agency 


John M. Huggett has _ joined 
Ketchum, MacLeod & Grove, Pitts- 
burgh, as account executive. He 


was formerly advertising and sales 
promotion manager of Certain-teed | 
Products Corporation, New York. 


Drugwell to Scheer | 

Drugwell Laboratories, Newark, 
N. J., has named William N. Scheer | 
Advertising Agency, Newark, to| 
handle its advertising. 


"ee i | 
Names Walter C. Elly 
The American Angler, Fitchburg, 
Mass., has named Walter C. Elly, 
New York, as its Eastern advertis- 
ing manager. 


OFFERS PREMIUM 


AMAZING VALUE! 


8 SMART ICED TEA SPOONS! 


GAY F 


25: 


for A SET of 8 


With one top or one label Y 
from any package of 
Lipton's Tea or Tea Bags 


E: 


vm ¥ 
y wed ta spoons! 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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29-Week 


29-Week 


29-Week 


% Gain 
or Loss 


% Gain 
or Loss 


Period Period Period 1941 1941 Week Week % (ain 
Ended Ended Ended over over Ended ended 
July 22, 1939 July 20,1940 July 19, 1941 1939 1940 July 20,1940 July 19, 1941 Loss 
s ---- Akron, O. .......-+... 5,479,431 5,324,840 5,673,686 +3.5 +6.7 171,685 172,571 5 
$Urrons nox 28, New York : Bree ss a Perr re 4,724,066 —12.2 + 6.1 109,832 144,224 3; Og 
CTS ra sae we te § liAtlanta, Ga. ........-- 8,589,201 —5.9 +5.1 210,126 201,138 13 
: eee ee ee : taltimore, Md. ........ 13,080,758 +8.7 +5.9 317,397 364,464 is &§ 
1‘ = es a aiid i ' Birmingham, Ala. ..... 8,205,215 +-15.8 + 6.3 218,372 168,016 l : 
beewweeeneesseeeseseseaad Boston, Mass. ......... 10,074,020 om + 1.0 195,008 224,501 1 § 
r P ‘ tridgeport,. Conn. ..... 6,011,900 + 12.1 + 6.9 185,500 187,628 2 | 
ENGRAVING COMPANY | ®rightly-colored iced tea spoons, eight me Me %...-...... 8,877,697 fd $9.3 220,055 226,097 27 § 
to the set, are being offered for 25 cents Cemien, 4 5........., 2'879.131 427.8 39 70199 75.648 a's ' .! 
and a box top or label from Lipton's tea | Gedar Rapids, Ia....... 2,723,420 +1.3 +3.4 66,808 76,580 7 f 
@ STERLING QUALITY Photo- or tea bags. The premium offer, which —— ee ~~ G018.642 + 5.5 7.9 143,570 191,590 ae 
engraving in Color Process, Black — a _~ reception last st PCRSCAMO, BT. 2c cece cies 16,280,022 == .3 +3.0 387,485 417,829 7.8 Jey 
, wi e extended to newspapers through- | Cincinnati, ©. ........ 9,605,465 + 10.8 +5.1 210,968 211,862 { COF 
and White, Ben Day and Line out the country. |Cleveland, O. oe... 10,559,076 + 7.5 +4.0 281,151 295,820 2 up 
‘oO pus, ¢ 7,446,691 + 2.5 0.5 214,993 195,918 \ h 
@ WET PROOFING on Four Clay- ears oe Lea 1 340.323 318,785 the 
| Dallas, Tex. ‘ 426 o dee °o ,tSo ‘ 
bourn Automatic 4-Color Proofing | Gra-vo to K & K iDavennert, tA. ......:. 5,339,222 + 4.7 + 1.6 36,514 135,982 ' pre 
+ hi ‘ o 8,520,59% - 5 -10.1 220,374 266,910 
nme ’ The Gra-vo Company, Michigan | “adn ae. 4,898 337 pe + +BS 142.321 53,804 a1 | 
© DAY AND NIGHT SERVICE City, Ind., has named Kutter & Kut- | ae Sites te... 3.492.278 ay 5.9 101,577 85,343 9 eww 
ter, Chicago, to handle its adver- —— a0 2.403.565 Tis3 a4 303,627 328,607 82 © Re 
em) tising in behalf of Gra-vo, a powder], ne py 107 Hey 167.496 meget 7 
(Q 304 EAST 45th STREET El Paso, Tex.......... a“ etry ty ey ne spew boty 4 A 
base for preparing brown and cream | pig pa. ............. 5 260.038 5.189.492 5.281.684 + 0.4 +1.8 179,970 182,056 2 | ‘ 
em gravies. Newspapers and business | jyansville, Ind......... 6,788,824 6,696,200 7,371,266 +8.6 +101 184,268 215,264 6.8 ov 
*¢e papers will be used. Fall River, Mass....... 1,860,316 1,928,619 2,080,139 +11.8 + 7.9 62,880 56,146 0.7 He by 
; Flint, Mich. ........... 4,986,772 4,922,736 5,171,026 +3.7 + 5.0 137,858 145,516 ; ee 
. Fort Wayne, Ind....... 5,822,764 6,106,132 6,043,765 + 3.8 —1.0 177,814 164,556 7 Se ; 
Evans Heads Office | rare 3,231,224 3,506,411 3,384,326 +4.7 — © | 103,069 132,642 1.28.7 Sou 
John Ralph Evans, in charge of |Grand Rapids, Mich.... 4,814,802 5,009,695 5,403,538 +-12.2 + 7.9 127,218 136,906 7.6 age 
; : : oC 503.85 29 ON! 211,978 +16.! + 4.5 26,57 20,582 ? , 
the company’s Western territory for Greenville, Ss A. seen + 3 603,854 4,02 1009 ; 4,211,978 = 16.9 4. lot 4 a 120,582 = 4. cent 
the past two years, has been ap-| Houston, Tex. ........ 9,365,762 10,409,334 10,732,488 + 14.6 + 3.1 305,886 320,670 1.8 ada 
pointed head of the Chicago office er he 7 des sees 4,141 +44 “rt 34 Bp tpne t +4 + re ae he Levee 4.5 rep 
San cade > venundie: _ = ndianapolis, Ind. ..... §, 055,380 9,748,335 402,095 + a +6.7 320,83 338,96 7 
— Edwards & Co., pub Jacksonville, Fla. ..... 4,987,528 5,432,742 756,730 +154 + 6.0 203,644 183,190 1 
. . Jersey City, N. J ooo 1,224,001 .211,895 ,295,941 + 1.0 2.0 36,738 36,905 0.5 Co 
x > we i conection se raat - seanidieain — toa 
q HALLEN GE Kansas City, Kan...... 1,419,432 1,701,217 1,529,395 + 7.7 10.1 50,1138 13,183 8 R 
Names Gray & Rogers Knoxville, Tenn pated 5,877,534 5.861.408 »8§83.543 0.1 LO.4 157,934 175.140 Lou 
, g y ; ‘ : ' Little Rock, Ark....... 5,042,394 5.142.704 568,650 10.4 1g3 3.076 160.986 » woo 
TO COPY WRITERS Gray and Rogers, Philadelphia,| Los Angeles, Cal...... 13,826,915 13,591,426 13,257,469 —4,1 2.5 104,570 156,020 ; ches 
has been appointed agency for the | Louisville, Ks 7,961,087 8,061,427 8,487,197 6.6 1.8 245,158 234,547 : at { 
anti-freeze department of Commer- | Lynn, Mass 1,695,726 $044,184 5,814,450 $13.2 +7.5 164,038 148,848 at 1 
cial Solvents Corporation, New York. | Manchester. N. H 2 684,208 2,033,917 026,003 24.2 -O1 68,240 76,867 24 
Plans for the marketing of new |"Memphis, Tenn. ...... 6,507,276 7,291,228 7,374,962 +13.3 +11 189,294 209,664 , 
products are to be drawn up shortly. | A re ae! 7,750,204 8,515,801 8,118,301 14.7 1.7 184,331 187.460 7 Hu 
queen “ | Milwaukee, Wis : 7.845.566 8,605,252 9,316,947 + 18.8 +83 219,410 244,927 ¢ J 
| eo — - - m _—— ——— - - “ae . ° — . > o > 
|}*Minneapolis, Minn. ... 7.799.564 6,800,527 6,791,058 12.9 01 157,682 169.283 74 " 
Issues New Rate Card | Moline-Rock Island ... 4,638,190 4,712,876 5,026,838 + 8.4 + 6.7 131,866 37,382 4.2 on 
Outdoor Life has issued a new | ‘N#ssau County, L. 7... 1,537,846 $533,029 renee r 69.6 r os one eee 7 Chic 
rate card, listing changes in extra | es sag Mass.... 1 sen ee er aes feign -. ‘ he r 061476 , oy + 
. , = color rates, dog food and dog medi- ‘ . Ww aven, onn enees ”, ~ a owe o : oe rs —. rn rob we 5 = aan ’ - a 
It’s too X Z @ ! tight. Who cine, effective with the September, | a Paterage = ; 10 = 7,068 4. Mt te 10,988,9 71) + 2.9 ; 9 $30.1 77 31 a — 
y : . issue an wie TOW COrk, NM, Ts. . 32,468,309 31,812,772 32,287,362 0.6 5 738,398 786,3 f RE 
the QZ R¢é! would ever -_s issue. All other rates remain alton we < ® 936 244 1.963.563 2 001.006 10.5 19 14.635 15 490 , 
1e same, any . > . © £96 408 eave ° e #9 99 ee fe ' 
read that stuff! Norfolk, Va _. $300,498 5,672,636 5,976,444 $12.8 4 172,228 175,588 9 
seman “canes Oakland, Cal. . ; 4,338,728 4,813,337 5,056,672 + 16.5 5.1 124,527 171,563 7.8 
Well chum, you will, if you know Starts House Organ Oklahoma City, Okla 5,114,466 ~ 4,349,240  §=4,750,578 —7.1 +9.2 118,146 130,326 0 Teli 
what's good for you...and I mean ici: Mocinaiacl Springfield, | Omaha. Neb 3,225,298 3,337,239 3,387,940 5.0 $1.5 82,296 92,120 11.9 
good! What I'm trying to do here is M: eg Oy : blis aaesOn, & pings Cy) Peoria, Tl 5,975,989 6,456,149 6,925,324 15.9 7.3 192,066 194,558 1.3 
to persuade you to fill in that little ass., has pub ished the first issue | pyijadeiphia, Pa 15,102,684 15,695,249 16,621,788 10.1 5.9 404,911 35.897 7 BRE 
crammed-up coupon at the bottom. r its new bi-monthly house organ, | Phoenix, Ariz. ..... 1,077,388 1,495,050 4,926,526 21.1 a8 113,988 143,472 haces 
But if you do, I'm warning you hance gnc Today. Copies were | pittsburgh, Pa tees 11,213,258 11,882,024 12,195,456 Ss + 2.6 304,010 296,310 2 — 
you're going to have a Royal Portable 2 nt to sale smen and executives of | Portland, Ore. fe) 6,824,743 6,142,888 7,092,528 2.9 15.5 187,684 211,190 2.5 on 
salesman on your neck but fast! the association. pay ea Beas = 3 6 pee 6,565 640 2 + : 3 - 93 9 roe ; 
+. : ° : a de , » 2 3 f; 3 i) 8 + 0 hy 69 568 90,498 
rhat’s right, | said Royal Portable teading, Pa yh ee rtp i sper ) 
. . 1 hd tichmond, V: 25,796 7,054,152 6,935,278 2.7 1.7 202 580 187.600 
the portable typewriter that is the | | Joins McCann-Erickson ainda sr away - a aie 
. Saaan # ‘. . ° | : : tochester, } : 3 S STS S30 S S42 0 + 3 205,2 229,739 
copy — dream. = — on V. Royce West, for the past nine | Rockford, 1 ' 1,719,400 228,598 18.4 + 10.8 132,384 132,048 
keyboard, placement of controls, oper- years an instructor at the University | Sacramento, Cal ‘ 1,326,983 1,684,836 £15 + 8.3 92,024 140,140 
S086 genuine little brother to the of Omaha, has been granted a year’s | San Antonio, Tex...... 3,939,625 4,094,357 4,705,421 +19.4 14.9 116,337 147,689 
big Royal machine, It can take your leave of absence and has joined the |"San Diexo, Cal 7.178.043 5 826.964 6.800.462 5 2 16 201.978 219.42 
pounding (without bouncing about) Minneapolis office of McCann- | Seattle. Wash 6,258,236 6.561.014 6,688,672 6.9 + 1.9 ve 0 197.6 
and come back for more, It has all the Erickson, Inc. South Bend, Ind ' 2,981,979 2,941,287 3,313,632 11.1 $12.7 80,761 95,9 
controls you or anybody else needs. | ie i Spokane, Wash 3,674,258 B.519 586 3,485,770 91 1.0 103,670 102,14 
And by the way, if you have a kid it St. Louis, Mo 9,952,300 10,123,480 9,970,770 0.2 l 262,065 268.1 
will be a help to him or her, Don't Booth Adds Babb St. Paul, Minn 4,777,802 5,830,697 4,683,037 1.7 2 120,897 136,8 
take my word for it—big shot educa- Jervis J. Babb, formerly with the | ‘Syracuse, N. ¥ 6,496,357 1,009,229 498,368 15.4 s7 I 102,51 112.7 
tors sav so. More, vou'll find vourself management engineering company Tacoma Wash 3 478 370 3 620 oe : 4 123 ‘6 3 i 4 160 100 
actually “thinking” better at its keys of Boos, Fry, Allen & Hamilton, Chi- | T@mpa. Fla 3,675,910 1.547 ,206 . £65,600 + 21.6 1.4 125,958 13) 
~ : . Toronto, Ont. Can... 9.155.309 8,533,81 9.191,117 0.5 + 6.8 211,742 238 
-it's built to cooperate with guys cago, has been named general man- Trey NC y » 24 24) 2 282.780 2.570,262 7.3 7.8 65,016 71 
like you. Now how’s about it? Are ager of Booth Fisheries Corporation, | 7 ; = : 7 2 rv a : ; : ; 
. Sa, Okla 977, 706 ? 72 1,449,842 9.5 + 4.6 1486 
you going to make your life easier or C hicago. bere ete DC 17.644.558 18,507,902 19,084,820 g 2 3.1 “7 + 57 ‘ 
are ge porn. Poe keep —s - Ad ER | Youngstown, O 4,170,881 1.582.790 5,067,149 21.5 10.6 1 352 Tos 
sweat of your brow over that rattle- van Gai . i — 7 
trap you're using now? See if you can Ww cee ward! : Total 50,919,927 550,029,616 979,138,963 5.1 3 15,294,4 16,11 
get your name and address on the 7 heele rs Kight and Gainey, Inc., 1 Atlanta Georgian and Sunday Amer'tcan ceased — issue Jan. 1, 1940, containing 428,848 
coupon. G'wan—lI dare yuh! Yaah! Columbus, O., agency, has named publication Dee. 17, 1939 vertising 
Yaah! Norbert Gainey secretary and vice- 2 Chicago Herald & Exam. discontinued Auge. 28, 1939 7 Syracuse Journal published 100th Ant 
president, succeeding W. H. Kight, 8 Minneapolis Star and Journal merged Aug. 1, 1939 tion March 20, 1939, containing 216,027 
Cory Writes whose interests had been bought by 4 Newsday launched Sept. 3, 1940 vertising 
| rtising Dept., stockholders. | § San Diego Sun suspended publication Nov. 25, 1939 8 75th Anniversary Edition published 
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Carpenter Ups Keller 


A. Elroy Keller has been named | 


advertising manager of Carpenter 
Steel Company, Reading, Pa., suc- 
ceeding Frank R. Palmer who was 
recently made vice-president in 
charge of sales. 


6 Commercial 


Joins Brown & Thomas 

William B. Smith, formerly with | 
H. W. Kastor & Sons, Chicago, has 
named 


been 


of Brown 


Corporation, New York. 


Appeal 


published 328-page 


an account executive 
& Thomas Advertising 


Centennial 


Gets Novelty Account 


vertising, using business papers and | sales 
direct mail. 


Macy & Co. 


Joseph Ungar, former!) 


and writer ! 


kel-Rose Company to direct its ad-| papers, has joined the 
staff 
New York. 


of Retail P 


‘Joins Retail Publications | 
LaFrance Flower and Novelty se 
Company, Chicago, has named Fran- 


nes? 
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Roundup of Advertising Promotions te 


the Test Stage 


—_—_ 


Jewel Pushes 
Premium Offer in 
Test Campaigns 


PREMIUM OFFER 


WITHOUT ONE>< CENT 
OST 


|market objectives in its various dis- 
| tribution areas, the Jewel Tea Com- 
|pany is experimenting with the use 
‘of newspaper and radio advertising 
las a tool for keeping the sales graph 
/on its upward way. Some testing 
| already has been done in Rockford, 
Ill., (ADVERTISING AGE, Jan. 20, 
| 1941), and an eight-week campaign 


|Rock Island market, promoting a 
china bowl premium set given with 
purchases from the Jewel home de- 
livery man. 

Still more experimental work is 
contemplated this fall in three un- 
named cities. Where, for 
in Moline and Rock Island the ad- 
vertising has entailed 1,000-line copy 
|in two newspapers each week and 
itwo spots a day for 56 days over 
|Station WHBF, in one of the fall 
\test cities twice as many spots will 


Bowls You Ever Saow—in a Weor- 
Proof Pattern that Won't Come Off! 


| another city only newspapers will 
| be used with no radio, and in the 
third city the same program will be 
eos] | followed as at present in Moline 
and Rock Island. 

This is all the advertising Jewel 
contemplates this year outside of 
Chicago, according to J. L. Spang- 
enberg, chief of the publication di- 
vision. An institutional drive for 
|Chicago Jewel stores was begun in 


JEWEL TEA CO INC 
en 
fn 500 Some Ont tamed 


Jewe! Tea Company uses this 1,000-line 
copy in two Illinois newspapers to build 
up 4 greater market for its coffee and | 
other household supplies. Copy explains | three Chicago newspapers July 14, 


that the "Jewel Man" delivers both | also using 26 spots a week over five 
premium and orders right to the house- | Chicago radio stations. This will be 

holder's door. |a 12-week campaign. Copy in 339- 
line and 42-line space will feature 


r) jself service, friendliness, quality 
Restaurant Sales Up 13 Yo and cleanliness of the Jewel food 
A 13 per cent rise in June sales, | ctores. 


over June, 1940, has been reported 
by member restaurants to the Na- 
tional Restaurant Association. Total 
sales reported were $3,284,891, with 
Southern states leading in percent- 
age gains. Highest individual per- 
centage rise was reported in Can- 
ada, however, where restaurants 
reported a 23 per cent sales gain. 


Consolidates Offices 


Ross Advertising Service, St. 
Louis, has consolidated its Maple- 
wood, Mo., office at 7266A Man- 
chester avenue, and its city office 
at 709 Pine street, in new offices 
at 1031 Big Bend blvd. 


Hunt to Lord & Thomas 


John F. Hunt, formerly with 
Young & Rubicam, Chicago, will 
join the staff of Lord & Thomas, 
Chicago, on Aug. 1. 


TEST CHOC-SO COPY 
IN TWO MARKETS 

New York, July 23.—Rockwood & 
Co., Brooklyn, has released its first 
consumer copy for Choc-So, a new 
chocolate mixer, with test campaigns 
scheduled for the Syracuse and Nor- 
folk markets for the remainder of 
the summer. Insertions of 150 lines 


NEW ite'rixer 


RECONSTRUCTED ADVERTISING 
SCHEDULES 


Telis the Who-Where-When & How Much 
of Business Paper Advertising 


BRAD-VERN’S REPORTS ;fs,4"we, n't 


a — 


will 


run weekly 
Herald-Journal 
Ledger-Dispatch. 
are 
WSYR, Syracuse. 

Although merchandising plans for 


in the Syracuse 
and the Norfolk 

Announcements 
also being used over Station 


this year are not completed, it ap- 
pears unlikely that the promotion 
will be extended to other markets 
before 1942. There is a possibility, 
| however, that advertising will be 
‘continued in the fall with copy 
| geared to Choc-So as a base for hot 
drinks. 

| Federal Advertising Agency han- 
idles the account. 


COLLINS 
MILLER & 
HUTCHINGS 


Hearst Names Two 

| J. Lohrer Tunstead, formerly 
| Sunday advertising manager of the 
| Chicago Herald-American, has been 
|named local 
of the New 


York Journal and 
| formerly with Meyer Both Com- 
pany, Chicago, has joined the 
Journal and American as promo- 
ition manager. Mr. Tunstead has 
been with the Hearst organization 
for 13 years. 


Martin Joins Theaters 


Donald Martin has joined the 
advertising and publicity depart- 


PHOTO-ENGRAVERS 
‘IN CHICAGO 


ment of Western Massachusetts 
Theaters, Springfield, as copywriter 
“Ste, and artist. 


Chicago, July 23.—In maintaining | 


lis now under way in the Moline- | 


instance, | 


|be used with no newspaper space, in | 


advertising manager | 


| American, and Sydney Loewenberg, | 


CARTOON TEST 


‘STRAWBERRY SOCIAL AT KELLOGG’S CORNERS | 
ss 


ees 
wea nemmes 
= 


ALL GOOD AND GOOD FOR YOU 
ae Pe oy S) 
ey Ses ele 


Effectiveness of the cartoon type of 
illustration in this newspaper copy is cur- 
rently being tested by the Kellogg Com- 
pany, Battle Creek, Mich. The combina- 
tion of strawberries and Kellogg cereals 
gets a play in several of the balloons 
and eight varieties of products are 
illustrated in this copy run in Green 
Bay, Wis. 


TEST LARGER VEL 

PACKAGE IN TWO CITIES 
| New York, July 22.—A _ new, 
larger-size package of Vel, contain- 
ing 25 per cent more for the same 
price, is being offered by Colgate- 
Palmolive-Peet Company in :% 
newspaper campaign limited for 
the present to Erie, Pa., and Peoria, 
Ill. 

Copy for the test campaign, ap- 
pearing weekly in one newspaper 


Now..25, MORE VEL 
FOR THE SAME PRICE! 


LOOK AT THIS AmATING VALUE! 
25% MORE VEL sups ror tHe 
SAME MONEY, AND SUCH 
WONDERFUL BEAUTY SUBS FoR 

my Fine Fawnics! 


in Erie and two in Peoria, empha- 
sizes the economical advantages of 
i\the new package with the head- 
line in large type, “Now . . . 25% 
|more Vel for the same price,” and 
a balloon, “Look at this amazing 
| value! 25% more Vel suds for the 
same money, and such wonderful 
beauty suds for my fine fabrics!” 
Illustrations representing the old 
and new Vel packages give a 
graphic picture of the greater value 
lof the latter. 

| The 700-line insertions replace, 
in Erie and Peoria, copy on the 
regular Vel schedule. Ward Wheel- 
|;ock Company is the agency. 


| 


Names Wagenseil 

Laurel Biscuit Company, Dayton, 
has appointed Hugo Wagenseil & 
| Associates, Dayton, to handle its ad- 
|vertising. A campaign employing 
| newspapers and other media is be- 
ing planned, with initial promotion 
scheduled for Dayton. 


‘Jewel Tea Advances Four 
Jewel Tea Company, Barrington, 
Ill., has advanced four long-time 
|company employes to new posts: A. 
|U. Hunt, director; P. B. Boyd, ex- 
lecutive vice-president; F. J. Lund- 
| ing, executive vice-president; and 
C. A. Larson, assistant secretary. 


Wetzel Succeeds Harris 

Maurice Wetzel has been ap- 
|pointed assistant production mana- 
ger of National Broadcasting Com- 
pany’s Central division in Chicago. 
He succeeds Lloyd G. Harris who 
resigned to join Grant Advertising, 
| Chicago. 


Blunt to Walker & Co. 


Charles N. Blunt, formerly Michi- 
|gan representative for McCandlish 
| Lithographing Corporation, Phila- 
delphia, has been named sales rep- 


| 


resentative in the local sales depart- | 


ment of Walker & 
advertising, Detroit. 


Co., outdoor 


Drastic Cuts in 
Production Halted 


by OPM Edict 


(Continued from Page 1) 


refrigerators, washing machines 
and ironers, air conditioning, heat- 
ing and cooking equipment, metal 
furniture and other appliances and 
equipment also will be laid by for 
|the present, according to OPM, 
; With perhaps only nominal reduc- 
tions where they may be found de- 
|sirable. It is believed, too, 


|the showdown between OPM and 


| OPACS will do a lot to clear the | 


air as to which group is in control, 
with President Roosevelt contem- 
| plating an executive order to end 
| the overlapping of authority. 

Some of the great uncertainty 
|which has afflicted sales promotion 
|departments of the industries con- 
cerned during the past few days 
|will now be eliminated, it is be- 
lieved, and advertising agencies 
will be able to go ahead with the 
preparation of marketing materials. 
Until assurances had been received 
from the OPM there had been re- 
ports that some of the industries 
involved were contemplating sharp 
reductions in their merchandising 
staffs. 

The Henderson proposal had re- 
sulted in hundreds of protests, 
according to OPM officials, not only 
from management groups but also 
from labor’ organizations. There 
were visions of thousands of unem- 
ployed walking the streets and 
millions of dollars worth of ma- 
chinery devoted to producing con- 
sumer goods lying idle. 

Under the new OPM 
|materials originally 
delivery to manufacturers in 
| August and September will go 
through as ordered. 


plan raw 
scheduled for 


PROPOSED WASHER CUTS 
“VERY UPSETTING” 


Chicago, July 24. — With the 
possibility of sharp cuts in washing 
machine and ironer production now 
| only a dark cloud on the distant 
| horizon the merchandising end of 
the industry is recovering some- 
what from its apprehension earlier 
in the week when Leon Henderson, 
|head of OPACS, announced a ten- 
tative plan for a drastic slash. In 
a survey made earlier in the week 
| by ADVERTISING AGE the industries 
involved seemed disposed to mark 
time and wait and see. 

At that time no steps had been 
taken by local industries since, as 
all parties interviewed were careful 
to point out, no official notice of 
production cuts of any size had then 


been issued, and, anyway, there 
was a belief that a showdown 
between OPM and OPACS might 


help to alleviate the situation con- 
|siderably. Much of that hopeful- 
ness was predicated on the apparent 
willingness of W. S. Knudsen, head 
of OPM, to discuss the matter and 
perhaps to temper some of the 
radical production amputations con- 
templated by Mr. Henderson. 


Subject to Quick Change 


It was going to make 
able difference in the 
program of the Hurley 
Division of the Electric Household 
Utilities Corporation here if Mr. 
Henderson had his way. This com- 
pany makes the Thor washing ma- 
chine and has been busily engaged 
in pushing its new rotary ironer, 
the Gladiron. In promoting the 
|latter the company has been mak- 


consider- 
promotion 
Machine 


ing vigorous use of radio in the 
Middle West, California and has 
been planning expansion in the 
East. 


The whole situation is “very up- 
setting,” to use a phrase of E. A. 
Ecke, advertising manager. He 


| pointed out, however, that its coop- | 


jerative advertising program with 
|dealers as well as all other promo- 
tion activities are subject to almost 
|immediate change since advertising 
appropriations are based on month 
to month sales. 
Another company 

in the production of 


here engaged 


that | 


ironers was 
i 


waiting to see what the future 
brought forth before acting on its 
future merchandising program. 
Right now it’s using space in busi- 
ness publications, some cooperative 
newspaper space as well as its dis- 
tributing considerable consumer lit- 
erature, 


Healey Joins “Who” 
| Edward F. Healey 
named _ advertising manager of 
Who, New York. He was formerly 
advertising manager and treasurer 
of Current History-Forum Maga- 
zine, New York, and previously on 
the staff of Review of Reviews, 
New York. 


has been 


Leaves “Cosmopolitan” 

Jack Noone, formerly with Cos- 
|mopolitan, has joined the Eastern 
staff of Good Housekeeping. 


Suspends Publication 

The Free Press, Columbus, Ga., 
_has suspended publication after five 
months’ appearance as a daily news- 
paper. 


FREE with your 
first Order 
Jer and Brush FREE with your first order 
3S S Artist Rubber Cement. Nationally 
sed, 3 grades: Light, Medium, Heavy. $2.75. 
per gel. postpaid. For Frishets use $ $ Spe- 
cial Frisket Cement, $3.50 per gal 


GS RUBBER CEMENT CO. | 


1438 No Halsted St. CHICAGO, ILL. \ 


Nope .+. not this 
happy man and his family 
... they've had a busy day 
at Breezy Point... where 
every exhilarating moment 
is fun... and vacation 

costs are surprisingly 


oe, 6 a0 


You play golf, tennis, 
swim, fish, ride saddle 
horses ... relax on white 
sand beaches ... and hate 


to go home. 


50 modern cottages . 3; 
100 modern rooms in two 


lakeside hotel buildings. 


Find out about this regal 
vacation for you and your 
family. Write for complete 
information . . . illustrated 
booklets. 


BREEZY POINT 
LODGE 


PEQUOT LAKES, MINN. 


In the Heart of Minnesota's 
Great North Country 


MODERATE RATES 


| 
| 
| 
} 


; 4 — ‘ ae. ‘ en 5: ea ee  ——— 
7” % , of 
EE - — . = sad 
a ee ‘ 
ee pe | = 
«i 
i 
Te ea a. 
: By NG ie. ee — 
r BREAn ras Ay a 
=> » ia ee on) es 
ia | Q SON Scr act ee 
. y; Le it hs 24 PK ten Sore - a 
~ é RA con J eae Cet cx 8 7 Bes. 
Ga uct saree s 
; x . ° » 7% oA, . yy Aa ee: = 
\ This Beautiful Set SS fe mY Geers “S —_ 
: H ; «Ff. LOGeS te ‘ “ > bo ain ica én 
bape / of Genuine Hall 2.3 seit” ¢ S aye en aes 
4 he ane Ss peel Te Ft al 
C 41N A "™"_—/_@V”T'’ {YB = 
-s ~~ BOWLS DON'T ARGUE, FOLKS-THEY'RE 9_-~——-~— : 
4 f <wabumn bemansmen aa. seh 
~ = << =s-aee a. 
- be , y The Handsomest, Handiest . 7 i: 
— | = 
fo MIXING ++ ee PC 
“ pe b ee LL lowe te MUX in them! You'll beam with - 7 ; ag: 
&, } FT re a ae 
ye puvacmpeiimarentmngninasnmaane wine ST ; a rd 
Re |) ee -_ “ a: 
For GAMMG= nn nine am | i: i 
Ly eee mo ene oe ae ei A Bs 
-& site cana teen, ‘Ur | 7 
coy ee oe 
poe Fr (me) ee 
! heels ot alk eee 
: © ' UP, fo tine Comptate Callen j | San eke 
: os. hi _| _ ty ee 
ae: ~~ aT a “ ee 
’ oN ' nnmgupemeeniermneiiiaiieneia, _ 
/ - erent amt 10 wewse wees — A ; wid _ 
: te | 4 a 
t , J aa 
' _— 
: ‘] peither ld 
j | eithe le 
| ~ scl’ 
| f e ] a7 
2 | 2 : 
» I : ti fae” ai 
7 | or Ny a 
; = ~ A ee 
- = } | n~ oe ke 
- | ~~ Ae , 
: ) | Co GAY ‘ee 
6 a ———_— ~ é ge § 
7 MUCH MORE You Gey : +) r \ ¢ a 
. | Oe =) =: Tos VEL! VEL —, ae 
Ary / vour veauen nas new 25% Figger Vel | oR ) SA —— _ A“ 
- | —* oO gle 
' | d 
jy 
’ «+ @asler to use , > ipl 
rf +. more i | 't . aS 
= (Wocso Sid 2: 
Lf «yo full of ~~ in q a 
— vitomms _ i] \ ae ’ 
7 . a: ee —. ji i, 
r | ‘a } ie e, ‘ * : . 
3.7 : Cy —_\ rs ics 7 Ph 
f 6 AS as ee: ja | i 
1.9 Be Bes 
2.0 On a 
rs Vou and he chadree wll tows oer § = 
i aft rae pa Sa 
0 er 
. a we 
: — — . 
4 Bg = 
ee wie: 
a eae 
INC ; 
« aa 
isd a ; 
| a ———— ae ns : : 
J ee el 
eo 4 
: ’ 2 ae 
a es: eee 
ie > * r Pr : eos ee : op tae : < Pi % “ua ” nu a Pee a isch, 2 Ao Ate pa. 4 eee > ed. ‘ ; : eee i eet. F ce me Me Peres sent 
i S e.My ; fe: eats 45, aN Sia os Se ft Pl iin iy oie , a, RE ee got he ae Wey we ee, Sle Bai 
+ ge ata ae int A agg igs y M- i. See? ne cn Rea ml deg a a ae) ae : ee es x os aay a ee ee Me om * ees. oe 
man “eT — spp! aie ~ ee Eas) pee , > { ey > , a : Sg Pal ee oe ee ee ey ‘ “oh . eee tea oe ie ae fb mr. t 
a om Ra gee ere. MEN SPR — crete ee * tag. TMEELA Sue Aen ee Ree Se at wpe t Fy lm Ral a 
a ee eee oor bo ae rot : : i 7 = ae a bien Be OR ge ae pi oo ; Law 


Ri 


Se 


ee RO Ae 


30 


Wood Flong Shifts Clark 
M. Clark, Jr., formerly 
assistant to the president of Wood 
Falls, | 


William 


Flong Corporation, Hoosick 


Taxes on Radio 


2 
N. Y., has been named oromotion TAME Outdoor 
manager, with headquarters trans- | | 


ferred to New York. 


Moves to New Office 


Publicity Associates of New Jer- 
sey has moved to 60 Park Place, 


Newark. 


Codel Joins WPAT 


Edward Codel, formerly Midwest 
manager of Broadcasting, has taken 
of Station 


over the managership 
WPAT, Paterson, N. J. 


| (yore (eo 


To cover this prosperous 
American Market, USE— 


Puerto Rico 


ILUSTRADO 


Most up to date Latin 


American Illustrated Weekly — 


Write for rates and specimen copies 
ALL AMERICAN NEWSPAPERS, Rep. Inc. 
420 Lexington Avenue, New York 


Ads Proposed 


(Continued from Page 1) 


feet class, and $11 on those larger 
than 600 square feet. 


Other Taxes Dropped 


These new levies, plus the one on 
yachts, were written 
to compensate for revenue lost by 
the rescinding of projected taxes 
on candy, gum, cutlery, and metal 
signs. Rates on wine were also 
reduced, and commutation tickets 
were exempted from the proposed 
transportation taxes. 

Committee 
Doughton expects to introduce the 
tax bill tomorrow, and the House 
is expected to begin action some 
|time next week. A “gag rule” will 
|be sought from the rules commit- 
tee, which would bar amendments 
|from the floor except those offered 
| by ways and means committee 
| members. 

If the “gag rule” is granted, 
there is little likelihood that the 
levies on advertising will be 


’ 


| 


into the bill | 


Chairman Robert L. | 


| shey 


ADVERTISING AGE 


stricken out, barring the possibility | 
that the committee itself may be 
persuaded to change its mind or an 
amendment adopted later in the| 
Senate. 


Brewer to Herman 

Louis F. Herman Advertising 
Agency, Newark, has been ap- 
pointed by the Cerverceria Cuauh- 
temoc S. A., brewer of Carta Blanca, 
Mexican beer, to prepare and place | 
newspaper copy in New Jersey. 


Joins ANA 

New England Mutual Life Insur- 
ance Company, Boston, has been 
elected to membership in the Asso- 
ciation of National Advertisers. 
David W. Tibbott, director of ad- 
vertising, will represent the com- 
pany in the ANA. 


Le Baron to McGillvra 


James W. Le Baron, for the past 
two years Eastern advertising man- | 
ager of Child Life, has joined the 
New York sales staff of Joseph Her- 
McGillvra, radio represen- 
tative. 


Lanham Joins Mathes 


Samuel Lanham has joined the 
copy staff of J. M. Mathes, New 
York. He was previously with 
Donahue & Coe and copy director 
at Wendell P. Colton, New York. 


National defense, with its pressure on hos- 
pital organizations for contributions of key 
personnel to the medical, nursing and food 
services of Army hospitals, has created 
new and pressing problems for hospital ad- 
National defense is thus the 
big question mark at all important hospital 
gatherings, and hospital executives 
throughout the nation are keenly interested 
in every discussion of this tremendously 


ministrators. 


important subject. 


Thus they especially appreciate the exclu- 
sive service of HOSPITAL MANAGE- 
MENT in supplying complete news re- 
ports of all hospital gatherings, as well as 
other spot news of significance to the heads 
of America’s great institutions. In a recent 
issue, for instance, we reported eleven state 


investigate / 


and sectional meetings! 
HOSPITAL 
ered these events with its own editorial | 
representatives. 
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ISING AT A GLANCE 


CLASSIFICATIONS -X -20 


3] GAIN AND LOSS PERCEN 


JUNE 1941 - 1940 LOSS 


Revaic 9.5% 
Genera 4.1 
AuTOMOTi VE -12.8 
FINANCIAL 12.0 
Tota. DisPLay 5.1 
CLASSIFIED 4 
ToTac ADVERTISING 5. 
DEPARTMENT STORES 9 


JANUARY | To JUNE 30, 1941 - 1940 


ReTaic 4.0 
GENe RAL -3.3 
AUTOMOTIVE -1.7 
F INANC FAL 5.6 
Totar DisPray 22 
CuassiFicD 7.6 
ToTal ADVERTISING 3.3 

4,' 


DEPARTMENT STORES 


-X0 -20 


-10 ie) 10 20 30 


Gains and losses in major classifications 


J 


of advertising in newspapers are show 


in this Media Records, Inc., chart representing percentages for June, 1941, es 


compared with June of 1940, and the 


Jan. |-June 30 periods for both year 


JOHN F. McCLURE 

Maplewood, N. J., July 21.—John 
Francis McClure, 61, president and 
director of the Gage Publishing 
Company, New York, publisher of 
Electrical Manufacturing, who has 
been in ill health for a year, died 
recently. He joined the company 


In most cases only 


MANAGEMENT cov- 


Since this magazine (the only ABC-ABP 
publication in the hospital field) is likewise | past 18 years and was formerly | 
the only hospital journal with its own 
Washington editorial representative, and en 
constantly beats the field on important) Opens Research Office 
news of legislation and other developments 
affecting every department of hospital), 
work, it’s no wonder that HOSPITAL, |Hummert and other agencies, has 
MANAGEMENT right now is the fast- 
est growing hospital publication. 

Since the beginning of this year 30 major 


accounts have added HOSPITAL MAN- 
AGEMENT to 


their lists. Why not 


HOSPITAL MANAGEMENT 


The Only ABC-ABP Publication in the Field 


NEW YORK 
330 W. 42nd St. 


CHICAGO 
100 E. Ohio St. 


PORTLAND 
Terminal Sales Bldg. 


LOS ANGELES 
1709 W. 8th St. 


SAN FRANCISCO 
68 Post St. 


Nita 
sdiped 
9 : 


in 1896 as office boy and became 
|president in 1937, succeeding the 
founder of the business, Nelson W. 
on 
FRANK A. WOOD 

Lockport, N. Y., July 21.—Frank 
|A. Wood, former advertising man- 
| ager of the Rochester Times-Union, 
|who died in Rochester of a stroke, 
was buried here July 18. He for- 
| merly was employed on the old 
|Lockport Daily Review and_ the 
| Lockport Journal. 


GABRIEL PAYNE 

Santa Ana, Cal., July 21.— 
Gabriel Payne, Cleveland advertis- 
ing manager of Life, died here 
July 11. 


JOHN W. SAVAGE 

New York, July 21.—John W. 
Savage, 49, assistant to the presi- 
dent of the General Electric Com- 
pany and for more than 20 years 
closely associated with the com- 
pany’s distribution and commercial 
research problems, died July 9 
| following a few months’ illness. 


D. H. FONDA 


Plandome, L. I., July 21.—Douw 
Henry Fonda, president and 
founder of Fonda-Haupt Company, 
died at his home here last week at 
the age of 63. Mr. Fonda organ- 
_ized the New York agency 25 years 
}ago with William A. Haupt. 


MAX BLOCH 


New York, July 21.—Max Bloch, 
treasurer of Disosway & Fisher, 
died suddenly here at the age of 54. 
He had been associated with the 
|outdoor advertising agency for the 
active advertis- 
| ing. 


in transportation 


Frank J. Keegan, who has con- 
ucted market investigations in the 


|opened a market investigation office | 


junder the name of Tenark Market 
Survey Company, Memphis. 


“Post” Ups Robillard 


Al Robillard has been promoted 
to the national advertising depart- 
ment of the New York Post, in 
charge of the food classification. He 
previously handled local automotive 
advertising. 


To Ruthrauff & Ryan 


Bozeman Canning Company, Mt. 
Vernon, Wash., has _ appointed 
Ruthrauff & Ryan, Seattle, to han- 
dle its account. 


WSUN Appoints Weed 


Station WSUN, St. Petersburg, 
Fla., has named Weed & Co., New 
York, as representative. 


| 


femphis area for Blackett-Sample- | 


“Young America” 


Ups Rate 


| 

| Effective with the Sept. 12 issue, 
Young America will offer a new 
|circulation guarantee of 350,000 net 
paid weekly, and increase its pige 
rate to $1,500. A new rate card 
will be issued shortly. 


Papers Merged 


The Akron Beacon Journal and 
the Detroit Free Press have been 
|merged under the name of Knight 
| Newspapers, Inc., in articles of in- 
{corporation filed with the Ohio sec- 
jretary of state. John S. Knight is 
| president of the new corporation. 


Sterling Advances Kenzer 

Myron W. Kenzer, art director of 
Bonwit Teller for the past six years, 
has been named art director of 
Sterling Advertising Agency, New 
York. M. G. Sholle, formerly assis- 
tant art director, has been named 
associate art director. 


Gets Radiant Account 
Radiant Mfg. Corporation, Chi- 
has appointed Goodkind, Joice & 
Morgan, Chicago, to direct a na- 
tional advertising campaign in 
magazines and business papers. 


AFA Appoints Ziliessen 


Clara H. Zillessen, advertising 
manager, Philadelphia Electric 
Company, Philadelphia, has _ been 


named secretary of the Advertising 
Federation of America. 


Names Weiss & Geller 

DeMet’s, Inc., Chicago restaurant 
|and confectionary chain, has named 
| Weiss & Geller, Chicago, to handle 
|its advertising. 


a 

| . . . 

Hosiery Mill to Wettlin 
The Blenheim Silk Hosiery Com- 

|pany, Blackwood, N. J., has ap- 

pointed Wettlin & Co., Camden, t0 

direct its advertising. 


RESPONSIBLE 
selling... toa 
RESPONSE.-ABLE 

audience in the 
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PHOTOGRAPHIC 
REVIEW OF 


THE WEEK 


AD CLUB "QUIZ KIDS" DEFEAT OLDSTERS 


' Youth triumphed over age, by a narrow squeak, when the “Quiz Kids" of the 
St. Louis Advertising Club defeated the "Old Timers’ in a recent take-off on 
the popular radio show. The three “Kids” (left to right) are Gill Lewis, Mulli- 
| gan Printing & Publishing Co.; Richard Lynch, Friedman-Shelby Shoe Company; 
and Richard Survaunt, Jr., National Typesetting Company; the "Old Timers’ 
| are Herbert Ross, Ross-Gould Company; Irwin Mattick, Southwestern Bell Tele- 
phone Company; and Milton Jungbluth, Western Newspaper Union. None of 

7 b the ''Kids'’ knew who sponsors the real Quiz Kids. 


PABST GIRL ADDS CHARM TO DISPLAY 
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m- Several re-runs have been made and the demand is said to be as strong as ever 
. for this 1941 Blue Ribbon Girl display, part of the Pabst Brewing Company's 


current promotion. The displace piece was lithographed by United States Print- 


ing & Lithograph Company. 


STUDIOS INVITE CUSTOMERS IN TO LUNCH 


- Robert Keene Studios, instead of taking friends out to lunch, invite them 
Ae view the company's own kitchen set-up. Guests and staff members in this 
eae include (left to right): Mrs. B. C. Kapehart, Keene staff; Edward 
uM 9*'s, art director, Lynn Baker Company; Mrs. Robert Keene and Mr. Keene; 
"ty Keeler of the agency; Neilsen Dale of the Keene staff; and Fred Nichols, 
Richard Dunne, and Lynn Baker, all of the agency. 
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BUGS BEWARE 


4s 


— 


A quintet of bug-chaser lamps developed 

by Wabash Appliance Corporation, 

Brooklyn, is shown in this display. Engi- 

neers claim the new insect-repellant 

lamp filters out the "attraction rays’ in 

ordinary light bulbs and that insect pests 
keep their distance. 


REDESIGNED 


PIKES 
PEAR 


CARE FLOUR |S 


~ 
Tre Ae COROEAGD MLNS A MEVATOR CO 
o— es 


Seeking a better design and package, 
Colorado Milling & Elevator Company, 
Denver, adopted the new package shown 
at right, overcoming the diagonal lines 
and color camouflage of the old design 
at left. The blue, yellow and white de- 
sign is lithographed by Bradford-Robin- 
son Printing Company, Denver. 


POINT-OF-APPETITE 


Wyler & Co., Chicago, dehydrated fruits 

and vegetables, which reports June, 1941, 

business more than double June, 1940, 

is counting on these new space-saving, 

self-serve counter displays to help the 
cause along markedly. 


CROSBY'S HUMOR BOOSTS GENERAL MILLS' NEW KIX 


Percy L. Crosby's immortal Skippy and a pal help create added interest for the newly vitamin-enriched breakfast food, Kix, 
in this 24-sheet poster, one of a series created for General Mills, Inc., by the famous cartoonist. 
the appeal in selected areas from coast to coast. 


THE WIND PLAYS A MEAN TRICK 


sina 


Autoists driving along Wilshire Blvd., Los Angeles, looked in amazement after 
strong winds played havoc with the scrublady's broad skirts on this animated 
board. She didn't show her embarrassment, keeping right on scrubbing with 

the rear action functioning automatically. 


PRESTIGE IN INDUSTRIAL ADVERTISING 
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Shown here is one of a series of bi-monthly mailings to industrial supply dis- 

tributors by Dumore Company, Racine, Wis., aimed at counteracting the tendency 

for manufacturer and distributor to drift apart when business is booming and 
prompt deliveries can't possibly be made. 


FLORAL DESIGNS KEY NEW PROMOTION 


The theme, ‘New Interpretations of Old-Fashioned Florals,’ is borne out in this 

window display of Charles P. Cochrane Company, Bridgeport, Pa., for the pro- 

motion of floral Axminster rugs. Consumer advertising of the same theme is 

scheduled for this fall in Bride's Magazine, House & Garden, and House Beauti- 

ful. Advertising mats, display suggestions and material for retail sales training 
are provided in a kit of promotion plans. 


Consumers will view 
Blackett-Sample-Hummert, Inc., handles the account. 
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Represented by 


WILLIAMS, LAWRENCE 
AND CRESMER 


NEW YORK « CHICAGO 
DETROIT * SAN FRANCISCO 


Youll have to take our word for it, the fellow in the 
diving suit is one of the best deep-sea men in the business. 


But he's not going to do so well in the 100-yard dash. 


Selling a market 1s like that. In one place you need a 
diving suit, in another youll do better with track shoes. 
For example, suppose youre selling to women. In some 
markets evening newspapers may be fine—but not in Los 
Angeles! In this big paradoxical city a morning newspaper 
—the home delivered Los Angeles Times—leads the eve- 
ning field six days against six, leads the morning field seven 
days against seven. And this is true i every mayor classifi- 
cation appealing to women! 


Let us tell you more about paradoxical Los Angeles 
and its stand-out newspaper. Write National Advertising 
Department, or call in the Times representative in your city. 


LOS ANGELES TIMES 
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